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Rough Proofs 


“As with all precious gifts, let 
your jeweler be your trusted ad- 
viser,” is the theme of the new 
Waltham watch campaign. 

Who ever heard of a jeweler 
selling nylon stockings, Scotch 
whisky or platinum blondes? 

, ¥ FF 

“Goods are coming back. There'll 
be polite clerks again. It’s in- 
evitable,” hopefully predicts the 
Philadelphia Bulletin. 

Unless the CIO succeeds in 
‘unionizing the clerks in the mean- 
time. 
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After reading Jim Woolf’s new 
book, in which he talks about 
people with frustrations, “spirit- 
ually and intellectually starved,” 
agency execs may decide that 
what they need is not copywriters 
but psychiatrists. 


=— Se 
“Toledo Voters Win Fight to 
Pay More Taxes,” headlines the 
Toledo Blade. 
Where’s that man who bit the 
dog? 
V7 Vv YY 
Albert P. McNamee says there 
are from three to five times as 
many appliance dealers as the 
market will support. 
And just how many optimistic 
manufacturers will it support? 
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Those miners’ ads telling about 
sanitary conditions in coal towns 
have convinced the plumbing man- 
ufacturers that they may have a 
stake in John L.’s health and wel- 
fare fund, 
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Of course the AA advertising 
department never knows what the 
editors are planning, but the issue 
in which Country Gent talked 
about farmers’ use of airplanes 
also had a front page story on the 
same subject. 
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An “attractive, ex-Wac officer” 
is advertising for a job as fashion 
artist or designer. 

And what else do you suppose 
she has designs on? 


7, F F 
Nelson Bond, just named Mc- 
Graw-Hill advertising director, 
was called “‘Bonod” in one adver- 
- tising journal, but he understands 
perfectly that when a proofreader 
nods, a bonod may easily result. 
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Dr. Claudius Murchison says 
the equal-pay-for-women bill is 
“sugar-coated without, sawdust 
within.” 

But how women love their sugar 
coating. 
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Charles R. Hogen talks about 
present day “hysterical interest” 
in research. He must have been 
listening in on the recent goings 
on in the radio field. 

A “laughgraph” for studio audi- 
ences is the latest advertising 
gadget. Only trouble is that audi- 
ences laugh a little too easily for 
those clever studio emcees. 


. i oe 
If the coal and/or rail strike 
should annoy you, how about a 
weekend air cruise to Mexico 
City? 
Copy Cus. 


Last September, 
we promised you a miracle tire of rayon 


HERE IT IS! 
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Better Working Status 
Sought for Salesmen 
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nounces its new Rayotwist rayon tire 

with this ad in newspapers of 66 cities. 

Further promotional plans were not dis- 
closed. 


Rayon Cord Tire 
Copy Highlights 
Textile Battle 


New York, May 23.—Goodyear 
Tire & Rubber Company broke a 
one-shot campaign for its new 
Rayotwist tire in 72 newspapers 
in 66 cities over the weekend in 
copy ranging from 1,035 to 1,500 
lines. Copy declared that “Last 
September, we promised you a 
miracle tire of rayon. Here it is!” 

The one-shot, placed through 
Young & Rubicam, was a follow- 
up of a similar advertisement 
which appeared last fall. The copy 
declared that rayon cord gives a 
tire “greater life,” “greater safety” 
and “greater comfort,” that it 
costs no more than “ordinary” 
tires, and that it is the “first tire 
made with rayon cord.” 

This latest development in the 
running rayon-cotton battle 
focussed attention on the growing 
encroachment of rayon into other 
textile fields. 


Council Hits Claims 


The National Cotton Council has 
previously attacked Goodyear’s 
claims (AA, Jan. 7), and the Pace 
committee of the House has de- 
clared, according to the council, 
that government tire tests do not 
substantiate claims of rayon’s su- 
periority over cotton. 

Simultaneously, Firestone Tire 
& Rubber Company cut loose a 
spread in The Saturday Evening 
Post, advertising a rayon cord tire 
as “the safest and longest wearing 

(Continued on Page 85) 


No rest for :ld F. P. (Hot) 
Box this week, either. He’s 
“working on the railroads,” 
hoping to get this copy of AA 
to you on time. 


Drastic Changes 
in FIC Operation 
Urged by Truman 


Asks 'Industry-Wide' 
Attacks on Unfair 
Trade Practices 


Washington, May 23.—Emer- 
gence of the Federal Trade Com- 
mission as a major federal regu- 
latory agency was signalled today 
as President Truman proposed a 
million dollar expansion which 
would enable the commission to 
battle unfair trade practices on 
an industry-wide as well as an 
individual case basis. 

Condemning the 30-year-old 
“public complaint procedure” as 
“both slow and inequitable,” the 
President advocated “simulta- 
neous” proceedings against all of- 
fending members of an industry 
as a “prompt, equitable and eco- 
nomic” way of beating the more 
common trading abuses. 

The individual complaint method 
would remain in FTC’s arsenal, 
but under the new plan the com- 
mission would solicit stipulations 
through dragnet attacks on the 
firms using the more widespread 
objectional methods. 


Would Work on Industries 


More important, FTC would em- 
phasize “cooperative means”—the 
use of trade practice codes re- 
quiring all members of the indus- 
try to relinquish a list of ques- 
tionable habits. 

Under the Presidential plan, 341 

(Continued on Page 84) 


"Salesmen's Unions’ 
May Be Alternative, 
Executives Warned 


Chicago, May 23.— “The ques- 
tion of whether unions will make 
inroads into the ranks of our sales- 
men will largely depend on 
whether our so-called ‘profession’ 
of sales management is willing to 
fight an aggressive battle 
against anti-social, unfair and un- 
wise practices within our ranks.” 

This conclusion was presented 
to the’ 11th annual distribution 
congress of the National Federa- 
tion of Sales Executives here this 
week by the committee on em- 
ployment standards for salesmen, 
of which Paul Heyneman of El- 
oesser - Heyneman Company, San 
Francisco, is chairman. On the 
committee is a representative of 
each of the 57 sales executives’ 
clubs in the NFSE. 

“If management takes the in- 
itiative, and has the guts to do this 
before unions develop organizing 
momentum,” the report said, 
“salesmen’s unions will find the 
going mighty tough. On the other 
hand, if sales management waits 
until unions become highly organ- 
ized, we will again learn the old 
‘too little and too late’ story.” 


Incentive System Threatened 


The committee believes that “a 
prime qualification of a real sales- 
man is to be a spokesman for 
management. . . When any such 
salesman becomes unionized, he 
cannot avoid developing divided 
loyalties and becoming subject to 
double controls.” Such a trend 
“could undermine our entire in- 
centive system of selling.” 

Nevertheless, the report empha- 
sized that no sales manager should 
“play ostrich” toward this possi- 

(Continued on Page 81) 


Last Minute News Flashes 


Taystee Bread to Young & Rubicam 

Chicago, May 24.—Young & Rubicam, Chicago, has been appointed 
to handle the advertising of the Taystee bread division of Purity Bak- 
eries, effective Aug. 1. The agency was appointed to handle advertis- 
ing of Purity’s Grennen cake division last November. 


Harrington, Buckley Start West Coast Agency 
San Francisco, May 24.—Eugene I. Harrington, vice-president and 
San Francisco manager of Foote, Cone & Belding, and Mark Buckley, 


the agency’s radio director here, 


have announced their resignation 


to open their own agency. Harrington & Buckley, Advertising, will 
have San Francisco and Hollywood offices, with both principals to 


headquarter here. 


$250,000 Drive Planned for Benrus Watch 

New York, May 24.—Benrus Watch Company will spend between 
$250,000 and $350,000 during June in a drive for its “Embraceable” 
women’s watch, with major appropriation for spot radio, plus out- 
door, car cards, direct mail and newspaper dealer tie-ins. J. D. Tarcher 


& Co. is the agency. 


Pepsodent Tests Trim Hair Tonic in Four Cities 
New York, May 24.—Pepsodent division of Lever Brothers Company 


has begun a four-city spot sales 
tonic. 


test for Trim, new olive oil hair 


Tests will run for several months in Harrisburg, Utica, South 


Bend and Spokane, with local newspapers and spot radio being used. 
Foote, Cone & Belding is the agency. 


Cash Prize Contest to Promote Aer-A-Sol 

Bridgeport, Conn., May 24.—Bridgeport Brass Company, through 
Hazard Advertising, New York, will promote its Aer-A-Sol insecticide 
bomb by means of a $5,000 cash prize contest to be advertised in half 
pages or half columns in magazines, with 330 and 360-line insertions 
in 59 newspapers, and in participation programs on about 34 stations. 


Texas Papers Trim 
Newsprint 50% as 
Result of Strike | 


Other Papers Follow 
as Supplies Shrink 
to All-Time Low 


Dallas, Tex., May 23.—News- 
print shortages far more drastic 
than anything encountered during 
the war have already forced scores 


*|of newspapers in the Southwest 


and South to skeletonize their is- 
sues and eliminate advertising, 
with every possibility that similar 
action will spread to other sec- 
tions of the country. Major de- 
velopments include: 

1, A strike of 37,000 British 
Columbia loggers and _ sawmill 
workers, in effect since May 15, 
has completely immobilized the 
vast newsprint mills of the Powell 
River Paper Company. As a re- 
sult, 700 tons of daily newsprint 
production are being lost, and sup- 
plies to most newspapers on the 
West Coast and in the Southwest, 
where normally about 40% of all 
newsprint is supplied by this single 
source, have been completely shut 
off. 

2. Atanemergency session 
Friday, members of the Texas 
Newspaper Publishers Association 
voted to cut newsprint consump- 
tion in half, and have already 
skeletonized their papers to the 
point where advertising has al- 
most disappeared and news has 
been cut to the bone. 


Other Producers Hit 


3. In Chicago, members of In- 
land Daily Press Association were 
warned that they “are walking a 
newsprint tightrope that may snap 
at any time.” , 

4, In New York, Cranston Wil- 
liams, general manager of Ameri- 
can Newspaper Publishers Asso- 
ciation, bulletined his members to 
conserve paper stocks, estimated 
at only 30 days’ supply on April 
30, as compared with 43 days’ sup- 
ply a year ago. He added that the 
coal and rail situation is en- 
dangering the coal supply of Great 
Northern Paper Company, which 
makes 300,000 tons a year, and 
that other eastern mills will prob- 
ably be affected. 

5. Voluntary rationing of news- 
print usage, in most cases in- 
volving stringent reductions in ad 
volume, spread to New England, 
where a dozen papers reported 
plans in effect or shortly to be put 
into effect. 


Ask Quick Action 


The Texas publishers called for 
voluntary rules to allocate on “an 
equitable basis” the newsprint 
tonnage available from all mills 
other than the Powell River man- 
ufacturer. These rules, to apply 
“during the emergency,” were to 
be submitted to all U. S. news- 
paper publishers within five days. 
Failure to win quick action, the 
Texas group said, would result in 
a request for federal rules under 
which newsprint would be “divided 
equitably” during the emergency. 

Thirteen major Texas news- 
papers were represented at the 
meeting called by E. C. Davis of 
Beaumont, president of the asso- 
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ciation, and executives pledged to 
cut their newsprint usage in half. 
Smaller papers were asked to re- 
duce their consumption by 25%. 

The San Antonio Express and 
News, which had no representa- 
tive at the conference, announced 
that it will reduce newsprint use 
by 30%, cut display advertising a 
similar amount and trim circula- 
tion to the lowest possible figure. 
Neither paper will carry classified 
ads in Monday issues, and Sun- 
days this department will be lim- 
ited to four pages. 


Others Hard Hit 


Jake Butler, speaking for the 
Houston Chronicle, which draws 
about 90% of its newsprint from 
Powell River, said it has but 
eight days’ supply of newsprint 
on hand. Other major papers 
drawing heavily on the mills in- 
clude the Fort Worth Star-Tele- 
gram, about 60%, and the Dallas 
News, about 50%. 

On Monday the Dallas News 
effected a 44% cut in advertising 
volume, a 23% cut in news space 


and a 10% reduction in circula- 
tion. 


Drop to Eight Pages 


The Tulsa World and Tribune 
began publication May 18, “until 
further notice,” of eight-page 
papers sans advertising. The Sun- 
day World was held to 10 pages, 
with only a small classified ad sec- 
tion and a comic section. The 
papers said that under normal 
publication conditions they had 
only enough paper for 20 days, 
but that by eliminating all adver- 
tising publication could be con- 
tinued for a longer period. 

The Tulsa papers plan to carry 
announcements of railroads, thea- 
ters and utilities, as well as some 
store listings, “without cost in a 
highly brief style within an al- 
lotted space of two columns daily.” 

The Fort Worth Star-Telegram 
made good on its promise Satur- 
day by announcing that weekday 
issues would average from eight 
to 12 pages, the Sunday edition 24 
pages. 


The strike brought quick re- 


trenchment by dailies in other 
western and southern states. The 
Seattle Times reduced its Monday 
issue from 24 to 14 pages and said 
that a considerable portion of its 
normal advertising would be 
omitted until the strike is settled. 


Volume Trimmed One-Third 


C. B. Floyd, general manager of 
the Santa Fe New Mecxican, said 
publishing volume would be 
trimmed one-third. The regular 
Saturday edition has been sus- 
pended and other issues will be 
cut in half, he added. 

Dropping all advertising, the 
Southwest American and Times 
Record, Fort Smith, Ark., an- 
nounced they would reduce Mon- 
day and Tuesday issues to four 
pages. 

The Tucson Star and Citizen re- 
duced their size to 10 pages daily 
and will hold display advertising 
to half its usual space, with classi- 
fied ads limited to two pages daily. 
Miguel Lanz-Duret, publisher of 
El Universal, Mexico City, en- 
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ROCK ISLAND ARGUS 


MOLINE DISPATCH 


in search of more newsprint, told 
ADVERTISING AGE that Mexico 
would be “gravely affected.” “We 
buy 40% of our newsprint from 
Powell River,” he said. “This is 
very bad news for all Mexican 
newspapers.” 

Slashes in newsprint use by 
New England papers followed 
similar patterns, although none 
were as drastic as some of those 
instituted in the Southwest. The 
New Britain Herald, for example, 
is debating several plans, the most 
severe calling for elimination of 
all but legal and classified ads. 
The New Haven Register, on the 
other hand, is pursuing its war- 
time policy of conservative sizes, 
without rationing or cutbacks in 
advertising. 

The Woonsocket Call is cutting 
general advertising to two columns 
by four inches, while the Paw- 
tucket Times reported plans for 
a 50% slash in all advertising. 
Other papers in the area adopted 
various plans, with further cur- 
tailments planned quickly if the 
newsprint supply situation does 
not improve. 

The Pittsburgh Post-Gazette, to 
conserve its short supply of news- 
print during the rail strike, has 
reduced its size to 12 pages and 
eliminated almost all ads. The St. 
Louis Globe-Democrat is accepting 
no ads except death notices. 


PAPER OUTLOOK GLUM,. 
INLAND IS WARNED 
Chicago, May 21.—“United 
States publishers are walking a 
newsprint tightrope that may snap 
at any time.” 

Franklin D. Schurz of the Trib- 
une, South Bend, Ind., and vice- 
president of Inland Daily Press 
Association, issued this warning 
today at the association’s 62nd an- 
nual spring conclave here. 

If the present “lavish bender” 
continues, he prophesied, many 
publishers will exhaust their sup- 
ply of newsprint before the end 
of the year and will be forced to 
refuse lucrative Christmas adver- 
tising. 

Despite the fact that shipments 
from Canada and Newfoundland 
for the first four months were the 
largest in history, inventories re- 
ported to ANPA decreased from 
277,163 tons at the end of Janu- 
ary to a “dangerous low” of 258,- 
108 tons at the end of April, he 
said. 


Canadian Production Near Peak 


Mr. Schurz pointed out that 
Canadian mills were operating at 
93.8% of capacity in April, and 
that Canada’s peak production has 
been placed at between 96 and 
97%. Therefore, he said, no ap- 
preciable increase in tonnage can 


OLD AND NEW—Herman Brooks, left, 
retiring president of the Toilet Goods 
Association, and incoming president, 
Northam Warren, president of Northam 
Warren Co., Stamford, Conn., talk it 
over at the association's anniversary 
luncheon held recently in New York. 
Mr. Brooks received a Capehart radio 
and phonograph from Mr. Warren on 
behalf of the advisory board of the 


association. 


be expected during the last half 
of ’*46. Canada has been shipping 
about 81% of its tonnage to this 
country, and 13% overseas. 
Newfoundland, Mr. Schurz de- 
clared, shipped 54% of its exports 
to this country during the first 
quarter of 1946, an amount far 
in excess of prewar shipments. 
Referring briefly to the loggers’ 
strike in British Columbia, he said 
it would greatly curtail production 
by the Powell River Company. 
As for Scandinavian exports, 
Mr. Schurz said that during the 
first three months of the current 
year, 86% went to Russia, South 
America, Europe and the Balkan 
states, in the order named. There 
is “little hope” of any newsprint 
from that source before the fourth 
quarter of ’46, he predicted, add- 
ing that mills in that area have 
been drastically curtailed due to 
lack of coal. Finland, for example, 
is producing only 221%2% of nor- 
mal newsprint output, with three- 
fourths of its exports going to 
Russia. Sweden and Norway are 
producing at about 63% and 27% 
of normal, he said. 

Most publishers, Mr. Schurz 
concluded, should plan to get 
along for the next year on ap- 
proximately the supply of news- 
print they now receive. 


Army Pushes Drive 


The Army, seeking 250,000 re- 
cruits by June 30, will release to 
all AM and FM broadcasters on 
June 18 a recording by Allen 
Roth’s band and a 16-voice male 
chorus entitled “Sound Off” and 
featuring three cadence chants 
drumming the Army recruiting 
theme, “Choose this fine profes- 
sion now.” 


If You Wish fo Sell to 


THE BUSINESS MAN’S 
DEPARTMENT STORE 


“All The Tools Of Business” 


The Stationery & 
Office Supplies 
Dealer 


the medium to use is 


THE MODERN STATIONE?R 
250 Fifth Ave. New York 1, N. Y. 


Loose Leaf - Carbon Paper & Ribbons 
Paper - Staplers - Inks - Adhesives 
Filing Supplies - Duplicators 
Typewriters - Adding Machines 
Lamps - Book Cases - Stamp Pads 
& Daters 
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From Macfadden Publications, Inc. 
A Great New Magazine... 


NOW! 


Authorities now at work 
on SPORT features 


Stern Crowd America’s biggest stadium with people — multiply 


it 3600 times and you have a clear picture of the tens of 
millions of men for whom the new magazine SPORT is 
designed. Their 360 million sports tickets a year—are nearly 
enough to give one every month to each American family! 


Grantland 
Rice 
What magazine today fully satisfies this intense 

interest of America’s man millions? 


None. 


Only SPORT will do that. And SPORT arrives with the 
Golden Age of Sport—when millions of men and returning 


Elson Cunningham 


* Allison Danzig %* George Trevor 


* Red Smith * Tom Siler advertising medium, write: John F. Schiller, 205 East 42nd Street, New York City; Charles H. Shattuck, 221 
* Kerr Petry * Tom Meany ; els 
* Red Barber N. LaSalle Street, Chicago; Joe Dooher, Russ Building, San Francisco. 


BASKETBALL 
90,000,000* 


*Pre-war Annual Attendance 


+ BASEBALL | 
60,000,000* 


NOTE: To arrange for the showing of a fifteen-minute presentation, including all facts on SPORT as a major 


Bere 


First Issue: September, 
released Aug. 28, 1946 


servicemen from 18 to 38 years old—in their most sports- 
active years—will have more leisure time and money than 
ever before. And this vast audience of spectators are readers 
—giving newspaper sport news top readership ratings— 
far above 32 out of 37 editorial classifications. 


The first issue of SPORT, dated September, will appear 
on the newsstands August 28th. Its minimum distribution 
will be 250,000 copies, with a guarantee of 200,000. The page 
rate based on this guarantee is $2.50 per thousand. Color 
forms close June 20th...black and white, July 1st. 


BOXING 


: HORSE RACING 
25,000,000 . 
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Lithographers 
Debating 15% 


Fee to Agencies 


New York, May 23.—One of 
those controversies which for some 
time has simmered below the 
usually placid surface of the 
lithography business was boiling 
this week as lithographers de- 
bated whether to consider their 
point-of-purchase material as a 


medium and therefore commis- 
sionable. 

The controversy, which has a 
lengthy history in the lithography 
field, was given new point by the 
recent Point-of-Purchase Insti- 
tute convention in Atlantic City, 
where Ralph E. Rindfusz, presi- 
dent of Fact Finders Associates, 
declared: “You must act as media 
men... Develop and promote your 
medium. . . You will need to con- 
sider whether to pay an agency 
commission.” 


The lithographers’ initial reac- 
tion was negative. Some said flatly 
that an agency commission was 
impractical, that the display ma- 
terial was prepared, produced and 
sometimes installed by the lith- 
ographer, and that there was no 
reason to pay a commission for 
work not performed. Others 
weren’t so sure. 

The basis of purchase and use 
of point-of-sale material has been 
varied. Some agencies who bought 
display material on contract are 


said to have received 15%, al- 
though Clifford E. Hodder of 
Point-of-Purchase Institute says 
he never heard of a lithographer 
paying a commission. Others use 
a unique system in which the cost 
of the job is figured as 85% plus 
a computed fee of 15%. 


Insurance Admen to Meet 


The north central round table 
unit of the Life Insurance Adver- 
tisers Association will meet at the 
Edgewater Beach Hotel, Chicago, 
June 3 and 4. 


“BEEN WANTING TO SEE YOU, 
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Scarcely anything important is done without his good advice, whether the busi- 


ness is public or personal. For, he’s a successful man—and respected in the 


town. Take his view-of-things and those of the leaders in other lines, and you’ve 


got the opinion that sways this community. Their persuasive voices and actions 


exert real influence ... as do those of other PATHFINDER subscribers like 


themselves in 17,000 Main Street towns and smaller cities. 


Typical of PATHFINDER subscribers are the professional men, the leading 


merchants, the engineers, public officials, bankers . . . the people who’ve made 


their mark. There’s the woman who’s running for the State Senate—the young 


fellow who writes for the magazines—the town’s alert and influential citizens. 


They read this family news magazine because it reflects their way of life. Its 


influence with them is also a strong force affecting their purchases—and be- 


cause they are the leaders, affecting the buying choices of the people around 


them. For advertisers — PATHFINDER is a potent means 


toward strong coverage of the huge Main Street market. 


Now over 750,000 subscribers. 
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GRAHAM PATTERSON, Publisher 
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New York, 420 Lexington Avenue 
Detroit, General Motors Building 
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Delivery of Three 
Papers Halted by 


Truckers’ Strike 


Philadelphia, May 22.—Over- 
the-counter sale of three out of 
four major Philadelphia news- 
papers continued as a makeshift 
vogue this week as union repre- 
sentatives of striking truck drivers 
stuck to their demands and nego- 
tiations with publishers were at 
a standstill. 

Normal deliveries of the morn- 
ing Philadelphia Inquirer and 
Record and the evening Bulletin 
were halted last Thursday when 
members of the AFL Philadelphia 
Newspaper and Magazine Chauf- 
feurs and Handlers union went 
on strike. Spokesmen for the 
papers said that no negotiations 
on the drivers’ demands, including 
a half-hour paid lunch period, are 
in sight because of the union’s 
unyielding position. 

The News, afternoon tabloid, 
was not affected by the walkout. 

Spot radio business was stepped 
up-.as a result of the strike, in- 
cluding announcements by the 
three dailies that the public could 
buy papers at their offices. In 
addition, the Bulletin arranged a 
10-minute newscast daily, at 8:35 
a.m., on all stations. WCAU erected 
a news bulletin board in front of 
its offices, and WFIL installed a 
telephone information service to 
aid shoppers, etc. All stations in- 
creased their time devoted to 
newscasts. 


MINNEAPOLIS STRIKE 

ENDS AFTER 17 DAYS 
Minneapolis, May 21.—Striking 

members of Minneapolis Typo- 

graphical Union No. 42, AFL, re- 

sumed work yesterday after a 

17-day strike (AA, May 6) against 


major commercial print shops 
here. 
Settlement terms include a 


daytime hourly wage of $1.50 for 
a 40-hour week, retroactive to 
Feb. 1. Hourly rates will increase 
to $1.55 on Nov. 1, for a 3834-hour 
week and to $1.60 on Feb. 1, 1947, 
for a 374%4-hour week. 


Elect Wesley Nunn 
CFAC President 


Chicago, May 23.—Wesley I. 
Nunn, advertising manager of 
Standard Oil Company (Indiana), 
today accepted the gavel as new 
president of the Chicago Federated 
Advertising Club for the 1946-47 
term. 

Other newly elected officers are 
Paul McCluer, NBC sales man- 
ager, first vice-president; Marion 
Schmidt, assistant advertising 
manager, Reliance Mfg. Company, 
second vice-president; Aubra 
(Jack) Johnston, assistant general 
manager, Chicago Better Business 
Bureau, third vice-president; 
Chester Carlson, American Color- 
type Company, secretary; Chester 
Price, advertising manager and di- 
rector of publicity, City National 
Bank & Trust Company of Chi- 
cago, treasurer; and representa- 
tives-at-large Al Weinsheimer, 
president, McGill - Weinsheimer, 
and Carl F. Kraatz, account ex- 
ecutive, Schwimmer & Scott. 


ATA Names Thompson 


John W. Thompson, formerly 
director of public relations and 
advertising for the Ford Motor 
Company, has been named vice- 
president and director of public 
relations of Air Transport Associa- 
tion. Previous to joining Ford in 
1943 he was with Steve Hannagan, 
and with Hill & Knowlton as resi- 
dent director of public relations 
for Consolidated Vultee Aircraft 
Corporation. 


Klitten & Thomas Moves 


Klitten & Thomas has moved its 
offices from 756 S. Broadway to 
2614 W. 9th St., Los Angeles 6. 
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The bane of the newspaper advertiser is the “kangaroo” reader. For the “kangaroo” 
glances at the front page headline, hops to the comic page, leaps to the sports section, 
then jumps right out of the newspaper . . . and no newspaper advertisement can influence 


people who skip past it! 


Fortunately, “kangaroos” are as rare among The Chicago TIMES’ approximately 


one-half million readers as real kangaroos are rare in Chicago. Here’s proof: 


Home-delivery readers spend 50 minutes daily reading The TIMES.* 
Newsstand customers spend 44 minutes daily reading The TIMES.* 
(*Median figures derived from five independent readership surveys con- 
ducted by Northwestern University. ) 


You can reach this interested, evening audience through the home-going Chicago 
TIMES at one of the nation’s lowest rates for evening newspapers. 
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Ad Council Warns 
Democracy Needs 
Public Service Ads 


New York, May 23.— The Ad- 
vertising Council, with its adver- 
tising facilities for keeping the 
public informed, “is being looked 
to more and more by government 
and non-government groups as a 
means of making our democracy 
work more effectively,” the coun- 
cil asserted today in its fougth an- 
nual report. 

The council re-emphasized that 
its basic platform is “public serv- 


ice is the best public relations for 
and repeated that it 


business,” 
has “no delusions about the prin- 


cipal job of the advertiser and 


his agency being the sale of goods,” 


the latter a point made by chair- 


man James W. Young in a speech 
last December before the Ameri- 


can Association of Advertising 


Agencies in Chicago. 


High Points Listed 
The fourth-year review covers 
war activities through V-J Day 
and the new public service pro- 
gram put into effect since. High 


points include: (1) that the council 


spearheaded the program through 
which business contributed more 
than $1 billion worth of adver- 
tising space, time and service in 
support of home front campaigns; 
(2) that the council, following the 


dissolution of OWI, took over ad- 
ministration of advertising facili- 
ties formerly made available to 
that government agency; (3) that 
the council’s public service pro- 
gram received praise from Presi- 
dent Truman, who set up a special 
unit in the Office of War Mobiliza- 
tion and Reconversion to facilitate 
liaison with government depart- 
ments; (4) that the council has 
added to its list of campaigns 
famine emergency, housing, vet- 
erans’ rehabilitation and accident 
prevention, and (5) that a public 
advisory committee, composed of 
18 nationally prominent figures, 
has been set up to guide the coun- 
cil in the selection of public serv- 
ice projects. 

The council announced this week 
that former Gov. Herbert H. Leh- 


man of New York, Dr. Sarah 
Blanding, president-elect of Vas- 
sar: College, and Dr. E. Franklin 
Frazier, psychology professor at 
Howard University, have joined 
the public advisory committee, 
whose first meeting will be held 
June, 5. 


EMERGENCY FOOD 
ADS DRAWN UP 

New York, May 23.—Advertise- 
ments stressing starvation in war- 
torn countries both in actual pho- 
tographs and in drawings by art- 
ists have been prepared by Ben- 
ton & Bowles for the Advertising 
Council, and will be distributed in 
mat form by the Emergency Food 
Collection to every daily and 
weekly newspaper in the United 
States. Copy depicts the tragic 


THE NEW YORKER goes to Detroit, Michigan 
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IT’S A VICIOUS LIE to say that Detroit people are so auto- SECRET OF “F.0.B. DETROIT” is at last revealed. That mys- 


mobile-conscious they aren’t comfortable at night without 
standard accessories on their beds. However, it is true that 


high credit ratings do subscribe to THE NEW YORKER. It also 
is true that the 24,864 NEW YORKER readers in Detroit (6 per 
copy) frequently enjoy this magazine in bed. 


terious phrase really means “families of big-shots”—and 
refers to NEW YORKER circulation in Detroit’s choicest resi- 
4,144 Detroit families of high-octane, high horsepower and dential communities. In exclusive Bloomfield Hills (shown 
above, complete with chateaux), one family in every six sub- 
scribes to THE NEW YORKER. Man in picture is a Bloomfield 
Hills big-shot, out gunning for our one subscriber in Hamtramck. 
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SITTING PRETTY in the General Motors Headquarters are BIGGEST OR BUST! Lady receiving prize for the biggest mini- 
these mop-ladies who are enjoying a copy of THE NEW YORKER 
left behind by one of the executives. There’s no better way of _ gest pride lies in the fact that NEW YORKER subscribers are rated 
showing how pretty THE NEW YORKER is sitting in Detroit, 
than to state the cogent fact that nearly 50% of General 
Motors Officers and Directors are subscribers. 


ature poodle, exemplifies Detroiters’ pride in bigness. Our big- 


among the biggest spenders in Detroit shops. At J. L. Hudson’s 
(owners of the biggest American flag in the world) 72% of 
Detroit’s NEW YORKER subscribers have charge accounts. 
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conditions in Europe and Asia and 
gives specific instructions on what 
each American can do to help. 

Two ‘sets of 21 mats ranging 
from five-column displays to one 
column drop-ins will go to dailies, 
while weeklies will receive one set 
of 12 mats which includes one 
four - column, two three - column, 
two two-column and seven drop- 
ins. 

Marshall Asks Support 


In a letter accompanying the 
mats, Lee Marshall, chairman of 
the board of Continental Baking 
Company, and executive director 
of the drive, urges newspaper ad- 
vertising managers to obtain spon- 
sors for the advertisements, and to 
run ads over newspaper signatures 
and as column fillers. A similar 
letter with proof of the ads has 
been mailed to food collection 
chairmen in every community 
asking that they consult with local 
newspaper advertising managers 
on the best means of getting the 
widest possible sponsorship and 
publication of the ads. 


RKO Radio Opens 
Drive for “Without 


Reservations’ 


New York, May 22.—RKO Radio 
Pictures, as part of a comprehen- 
sive pre-selling campaign, will use 
23 United States and five Cana- 
dian publications to promote Jesse 
Lasky’s “Without Reservations,” 
directed by Mervyn LeRoy and 
co-starring Claudette Colbert and 
John Wayne. The campaign, which 
opened May 11 in Collier’s, is 
placed through Foote, Cone & 
Belding. 

The complete list of publica- 
tions scheduled for the drive has 
a combined circulation of more 
than 31,000,000, which constitutes 
a “fairly extensive” campaign for 
a picture, an RKO Radio spokes- 
man told ADVERTISING AGE. 

Other pre-selling advertising 
programs in the works include a 
drive for “’Til the End of Time,” 
starring Dorothy Maguire and Guy 
Madison, scheduled for publica- 
tions with a combined circulation 
of about 40,000,000; one (an “ex- 
tensive” drive) for Alfred Hitch- 
cock’s “Notorious,” starring Cary 
Grant and Ingrid Bergman, to ap- 
pear in publications with more 
than 68,000,000 circulation; adver- 
tising for ‘“‘Crackup,” starring Pat 
O’Brien and Claire Trevor, to 
reach about 21,000,000 readers; a 
“moderate” campaign, not yet set 
up, for “Lady Luck,” starring 
Robert Young, Barbara Hale and 
Frank Morgan; and a “really top” 
drive, also not yet set up, for 
“Sister Kenny,” starring Rosalind 
Russell and Alexander Knox, 


Appoints Daniel Moran 

Harold B. Sherwood, president 
of the American Newspaper Ad- 
vertising Network and advertising 
director of the New York News, 
announced last week that ANAN 
will be completely organized and 
ready to offer national coverage 
to large advertisers within 60 days. 
At the same time Mr. Sherwood 
announced the appointment of 
Daniel E. Moran as director of 
publisher relations, 

Mr. Moran was formerly presi- 
dent of Newspaper Groups, Inc., 
which later merged with Metro- 
politan Sunday Newspapers. He 
was also vice-president of Pub- 
lication Corporation, which owns 
This Week. During the war he 
served as a lieutenant colonel with 
Supreme Headquarters, AEF. 


Wright Leaves NBC 


Wynn Wright, national produc- 
tion manager of NBC, has re- 
signed, effective June 1, to become 
an independent producer of pack- 
age shows and engage in free- 
lance directing. His successor at 
NBC will be Robert K. Adams, 
now manager of the program de- 
velopment division. Arch Robb, 
night program manager, has been 
namedho a newly created post of 
assistant production manager. 
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WBEN 


has nation’s highest, 
McCarthy rating 


We mewe d ’em down, so help us!” 


> The Billboard, in its April 20, 1946, 
issuesays;** WB E N 


ey love Fred Allen, 


D. A., Jack Haley, Cass Daley. a 
arles Thomas also.” 
_ Highest Hooper rating 


en, second 
> D. A. and Jack Haley, and 
Daley and JIC. T omas is proof conclusive 
that WBEN Is an “ udience-Delivering” ion! And 
duces comparable high ratings for local programming for both 
tional spot and local advertisers, 
Ousands of estern New Yorkers and Canadians rely upon 
or sparkling Shows and reliab] 


¢ news. WBEN DELIVERS! 
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38.6 . 

Sane Seen a 30.0 “ 2 
Fred Allen , 31.4 . : 
Bing Crosby 21.7 99.5 8.7 ; 
Mr. D. A 20.8 94.7 6.7 . 
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Lever Cuts Radio 
Time; P&G Picks 
Up ‘Sister’ Serial 


New York, May 22.—Lever Bros. 
Company, one of radio’s top sup- 
porters, joined the exciting spon- 
sors’ parade (AA, May 20) this 
week by canceling its Rinso show, 
“Big Sister,” a CBS across-the- 
board serial. The cancellation, it 
is said, will effect an $800,000 
Savings in Lever’s radio budget. 

Reached at Cambridge, Mass., 
Charles Luckman, executive vice- 
president of Lever Bros., told AA 
“the basic reason is that we're 
operating at about 78% of nor- 
mal—and that’s not just for now 
but seems to be indicated for 
some time to come.” 

Reaffirming Lever’ Bros. as 
“firm believers” in radio adver- 
tising, Mr. Luckman said the com- 


pany “will continue this policy.” 
It “may go into newspapers more 
heavily, but that hasn’t been de- 
cided yet,” he said in answer to a 
question relative to a greater use 
of other media. 

Retains Joan Davis 

Hit by shortages in fats, Lever 
Bros. also is dropping the Bob 
Burns show on NBC and has been 
reported considering letting Joan 
Davis out of her contract, but Mr. 
Luckman said no further cancel- 
lations are planned at this time. 
Miss Davis’ contract has a year 
to go. 

Unaffected are Bob Hope, Amos 
’n’ Andy and Lux Radio Theater 
shows. The company also has 
picked up “Vox Pop” to replace 
“Inner Sanctum” in the fall. 

The “Big Sister” tab, handled by 
Ruthrauff & Ryan, did not go beg- 
ging. Procter & Gamble, through 
Compton Advertising, picked it up 
immediately and will begin spon- 
sorship of the 10-year-old day- 
time feature June 24 for Ivory 
soap. 

P&G purchased the CBS 11:45- 
noon spot for “Big Sister.” Lever 


Bros. will move its “Aunt Jenny” 
serial, formerly in this spot, to the 
old “Sister” time of 12:15-12:30 
p.m, 


P&G Keeps Shows 


As yet there is no indication 
that P&G, biggest radio spender 
($17,000,000 for time and talent), 
will join the cancellation parade. 

In the scheduling of summer re- 
placements or hiatus periods on 
the four networks (AA, April 22 
and May 20), there were these de- 
velopments: 

Orson Welles’ “Mercury The- 
ater” will replace the Danny Kaye 
show for Pabst on CBS June 7. 
Hiatus periods have been slated, 
with no replacements set, for P. 
Lorillard Company’s Frank Sinatra 
show, June 6-Sept. 11, on CBS, 
and ‘Meet Me at Parky’s,”’ June 
9-Sept. 15, on NBC. 

Walter Winchell’s 15-minute 
Sunday night stint on ABC for 
Andrew Jergens Company will be 
taken over in mid-July by a trio 
composed of Ben Grauer, Lisa 
Sergio and Quentin Reynolds. 
P&G’s “Life of Riley’ on NBC will 


begin a hiatus July 13, and Nox- 
zema Chemical Company’s “Mayor 
of the Town” will quit the CBS 
airlanes from July 13 to Sept. 25. 

General Foods’ “The Aldrich 
Family,” reported earlier as mov- 
ing back half an hour to the spot 
to be vacated by “Kate Smith 
Sings” (Friday, 8:30 p.m., on CBS) 
on July 5, instead will remain in 
its present 8 p.m. spot. — 


Hair-Raising FTC 
Orders Blast at 
Kreml and Fitch 


Washington, May 23.—FTC to- 
day blasted advertising claims for 
Kreml and Fitch shampoos, and 
outlawed exclusive dealing agree- 
ments which prevented Kreml dis- 
tributors from handling competing 
preparations. 

In opening its attack on Fitch, 
FTC said that despite the radio 
slogan “Don’t despair, use your 
head, save your hair, use Fitch 


That’s clearer now 


By and large, people can see their way around when all the facts 
are at hand. e Electricity is an every-day item in millions of homes. 
The public flicks a switch and takes light and its low cost for granted. 
e But there is a story here that ought to be told. So, through advertis- 
ing, 170 Electric Light and Power Companies, our clients, are in- 
forming the American people of the spanking big job done by these 
self-supporting, tax-paying businesses. ¢ National surveys are begin- 
ning to show that the atmosphere is clearing. 


N. W. AYER & SON, Inc. 


Philadelphia-».New York. «.Chicago « Detroit « San Francisco « Hollywood « Boston « Honolulu « London 


Advertising Age, May 27, 1946 


shampoo” the preparation will not 
save hair. 

The all-inclusive order against 
R. B. Semler, Inc., covered most 
of the firm’s advertising slogans as 
well as its policy of requiring its 
dealers to handle Kreml exclu- 
sively. 

In addition to outlawing these 
agreements, FTC prohibited Sem- 
ler from requiring exchange of an 
empty bottle for each bottle pur- 
chased; from checking on actual 
sales of purchasers, jobbers and 
distributors; examining delivery 
trucks and threatening to refuse 
to sell to any customer violating 
the exclusive dealing provision, 

Kreml advertising hit in the or- 
der included representations that 
water or greasy preparations are 
harmful to the hair or that their 
use will cause baldness. 

With regard to Fitch, FTC 
charged that the trade name 
“Fitch’s Dandruff Remover Sham- 
poo,” together with advertising 
slogans, and -the statement that 
“One of the world’s largest insur- 
ance companies guarantees that 
purchase money will be refunded 
if Fitch’s shampoo does not re- 
move every trace of dandruff,” 
combine to mislead the public. 


FM Grants Given 
to 493 Applicants 


Washington, May 22.—In a prog- 
ress report on the processing of 
applications for FM stations, FCC 
reported today that just short of 
500 construction permits or condi- 
tional grants have been issued 
since the wartime freeze on radio 
construction was lifted Oct. 8, 
1945. ‘ 

With 126 other applications tied 
up in hearings to determine the al- 
location of channels or the qualifi- 
cation of applicants, FCC says 
there are only 261 FM applications 
on hand at this time on which no 
action has been taken. 

At present there are 48 FM sta- 
tions in operation, FCC said, in- 
cluding six which went on the air 
since October, 1945, with tempo- 
rary equipment enabling them to 
provide immediate service. 

Of the 493 grants that have been 
made, 52 have been given con- 
struction permits to set up their 
stations, while 441 have condi- 
tional grants, awaiting completion 
of engineering data. 

Engineering details have already 
been examined in 205 of the 441 
“conditional” cases, with 115 re- 
turned for further information and 
changes. Of the remaining 90, 29 
have been delayed for further in- 
formation on program plans, while 
others are in process of obtaining 
their construction permits. 


N. Y. Sales Executives 
Elect Frank W. Lovejoy 


Frank W. Lovejoy, sales execu- 
tive of Socony Vacuum Oil Com- 
pany, was elected president of the 


Frank Head 


Frank Lovejoy 


Sales Executives Club of New 
York last week, succeeding Gene 
Flack of Sunshine Biscuits, Inc. 

Frank M. Head, United Cigar- 
Whelan Stores Corporation, and 
Arthur H. (Red) Motley, Parade 
Publications, were named vice- 
presidents; Robert A. Whitney, 
Encyclopaedia Britannica, secre- 
tary, and S. George Little, General 
Features Corporation, treasurer. 
Directors elected were Dr. Paul H. 
Nystrom, Limited Price Variety 
Stores Association, and George P. 
Johansen, Advertising Distributors 
of America. 
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... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


_MAGINE MASSACHUSETTS without Boston . . . or Maryland without 
Baltimore. No more inconceivable than California without her rich INLAND 


This is California’s great market, the Billion Dollar Valley of the Bees. 

Inland Market... the , ‘ 

Se Retail sales in the Valley EXCEED Boston’s and Baltimore's. Effective Buying 
Y wees Income has climbed to 1% billion dollars. Twenty-one entire STATES have 

where The Fresno Bee, less.* 

The Modesto Bee and ; 


Put down this tested tip on Valley advertising coverage: because the Valley 
of the Bees is an isolated market, you need LOCAL newspapers. By far the 
ar from the three McClatchy dailies. As a trio 
Billion Doll , best newspaper coverage comes y y 

phi The Sacramento Bee, The Modesto Bee and The Fresno Bee dominate in an 


P (* 
— area boasting 83% of the Valley’s people . . . 81% of its EBI. . . 88% of 
its total retail sales. 


The Sacramento Bee give 
81% coverage of 1% 


THE SACRAMENTO BEE - THE MODESTO BEE - THE FRESNO BEE 


THE SACRAMENTO BEE js HOME- 


2 DELIVERED to 94 out of every 100 
, families in the ABC city zone. C 
BS THE MODESTO BEE offers 91% 
; m coverage in ABC city zone; 57% 


Be of trading area. 


THE FRESNO BEE, with largest 
circulation between San Francisco AF 


pote dye holla National representatives... O'MARA & ORMSBEE, INC. 
New York « Los Angeles « Detroit « Chicago + San Francisco 


* Sales Management's 1945 
Copyrighted Survey 
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ARF Study No. 97 Gives 
Shoe Ad High Rating 


A 271-line display advertisement 
placed by a local retailer, the Sam 
Neel shoe store, took sixth place 
in the “boots and shoes-men’s” 
classification for all studies to date 
in the Continuing Study of News- 
paper Reading, conducted by the 
Advertising Research Foundation, 
The ad appeared in the February 
28 issue of the Ledger, Columbus, 
Ga., which constituted Study No. 
97 in the series. All but one of 
the advertising departments won 
average or better-than-average 
attention. 

Male readership of all adver- 
tising departments in the 28-page 
survey issue ranged from 5 to 24 
percentage points above corre- 
sponding averages compiled for all 
studies to date. Women’s reader- 
ship equalled or exceeded the 


cumulative averages, except for 
amusement advertising. A U. S. 
Army recruiting advertisement 
rated top position among men 
(46%). It tied (32%) with a 
Wheaties musical cartoon strip on 
a comics page, among women. 
The Wheaties ad took second place 
(34%) among men in readership 
of national ads. 


WAEC Promotes Two 


G. Richard Swift, program di- 
rector of Station WABC, key CBS 
station in New York, has been 
named to the newly created post 
of assistant general manager. He 
will continue to serve also as pro- 
gram director. Don Miller, for- 
merly account executive in CBS 
radio sales, has been appointed 
WABC sales manager, succeeding 


John H. Field Jr., who recently 


resigned. 


Incentive Program 
Lifts Hull-Dobbs 
fo Top Sales Rank 


Memphis Ford Dealer 
Multiplies Volume 
by Employe Plan 


Chicago, May 23.—An employe 
incentive profit-sharing program 
introduced by Hull-Dobbs Com- 
pany, Memphis, in 1938, not only 
expanded sales substantially dur- 
ing the war but made this estab- 
lishment the “largest Ford dealer 


in the world,” Horace H. Hull of 
Hull-Dobbs, informed the dis- 
tribution congress of the National 
Federation of Sales Executives 
here this week. 

“More than that,” Mr. Hull em- 
phasized, “the records of the Ford 
Motor-Company will reveal that, 
even after the rather unusual and, 
what might appear to be exorbit- 
ant amount our employes earn, this 
company was the first in profits 
among 10,000 Ford dealers in the 
United States, even after the in- 
centive bonuses.” 

Organized in 1921 by Mr. Hull 
and James K. Dobbs, the firm ‘did 
fairly well up to 1938.” The part- 
ners then realized, however, he 
explained, “that the business was 
not our business in toto, but of 
every person in the organization. 
Upon it all of us relied for a live- 


WHO WILL SPEND $5,000 to $45,000 
IN RETAILING DURING 1946 


ADVERTISERS 


GEE TI sekeicicivitcsiniisions 


Aldon Rug Mills 


AGENCY 


wl Cruttenden & Eger Advertising 


Moss ‘Associates 


Artloom Corporation 


Joseph Bancroft & Sons Co......... 
Chariton Co. 86... .....ccccscscsssres 
Charm Tred Mills, Ine................. 


Comprehensive Fabrics, Inc. 
Cribben & Sexton Co........... 


Deena Products Company............ 


danés The M. H. Hackett Co. 

..John Gilbert Craig Advertising 

.... Howard-Wesson Co. 

..lrving J. Rosenbloom Adv. Agcy. 


Morton Freund Adv. Agcy., Inc. 
.The Jacobs Co., Ine, 
..The Advertising Corporation 


E. 1. DuPont de Nemours & Co.....Batten, Barton, Durstine 


Easy Washing Machine Corp....... 


Englander Co., 


Galvin Mfg. Corp 


Trea 
Englishtown Cutlery Ltd............. 


& Osborn, Inc. 


....Batten, Barton, Durstine 


& Osborn, Ine. 


.. The Biow Company 
..Slans & Maury Advertising 


The General Electric Co............... 


The General Electric Co.............., 
The General Electric Co.. eit 


Hardwick & Magee........... 
Hightstown Rug Company... 
Wlinois Rockford Corporatio 


Imperial Glass Corp................... 


Kay Mfg. Co. 
No Sag Spring Co. 
Kromex Corporation 


Malleable Iron Range Co............... 
Geo. E. Mallinson Imp. Co., Ine. 
...William Dennerston 
...Marschalk & Pratt Company 
a & Block Ine. 


Masterkraft, Inc 


Merit-Made Inc. 


WE TE SR cacesinicsccaiesissssnssnenes 


Gourfain-Cobb Adv. Agency 


... Batten, Barton, Durstine 


& Osborn, Ine. 


....Maxon, Incorporated 
... Young & Rubicam, Ine. 


.The Earle A. Buckley Organization 
..The Wesley Associates 
..Wm. Hart Adler, Inc. 


... Gutman Advertising Company 
.. Hirshon-Garfield, Ine. 


....Weiss & Geller 
.. Geer-Murray Company 


Robert B. Grady Company 


Midland Fabrics 
Mohawk Carpet Mills. 
R. P. Morton Co.—M 

industries—Lee Co. 
Morton Appliance Co. 
Nash-Kelvinator Corp. .. 
National Mattress Company.. 


Nineteen Hundred Corp................ 


Noblitt-Sparks Industries, Ine 


Norge Div. of Borg Warner........... 
Philadelphia Carpet Co..................... 
Pittsburgh Plate Glass Co............ 


Pressed Steel Car Company, Inc 


Radio Corp. of America & Subs.. 


Rival Manufacturing Co. 
The Silex C 


.. Paxson Advertising 
...Sidener & Van Riper, Inc. 
.. Campbell-Ewald Co., Inc. 


..Batten, Barton, Durstine 


..Weiss & Geller 
..J. Walter Thompson Company 
...Potts-Turnbull Advertising Co. 


ares! Schulhoff & Company 
J. M. Mathes Inc. 


..Harvey Advertising Agency 
.The Jacobs Co., Ine, 

..Geyer, Cornell & Newell, Inc. 
.The Jacobs Co. Inc. 


Direct 


& Osborn, Inc. 


The Albert Woodley Co. 


Company 


Sprague & Carleton, Inc. 
Stickley Bros. Ltd..... 
Stor-Aid, Ine. .......... 
Sun Glow Industries 


Westinghouse Electric Corp 


Zenith Radio Corp 


. Roberts & Reimers, Ine. 

..Wm. Hart Adler, Inc. 

A. W. Lewin Co. 

.. Coleman Todd & Associates 
Gray & Rogers 

...Gussow, Kahn & Co. Ine. 

... Fuller & Smith & Ross, Ine. 
...Bennett,, Walther & Menadier, Inc. 
...Critchfield & Company 


E, W. Fwitehell, Ine.................... 
The Weiman Co.............:cccccccee 


F. A. Whitney Carriage Co......... 


Young & Rubicam, Inc. 


FAIRCHILD BUILDING, 8 E. 13th ST., NEW YORK 3 
One of The Fairchild Family of publications that in- 
clude Women’s Wear Daily » Daily News Record « 
Men’s Wear « Footwear News « Fairchild Interna- 
tional and Fairchild Blue Book Directories 


BUSINESS PapER? 


$2400? or $3600? or $4800? NO! Individual 
manufacturers of furniture and other home fur- 
nishings products are spending up to $45,000 
for a single year’s advertising in Retailing! 


They're spending it in Retailing because only 
with Retailing can they get thorough coast-to- 
coast coverage of the nation’s furniture and 
department stores, because only in Retailing 
can their ads accompany the vital up-to-the- 
hour news that guides the retailers’ daily de- 
cisions. And because Retailing gets there fast, 
gets read first, gets their ads the immediate 


attention they deserve. 


755 advertisers are now using space in Retailing. 
Here are 50 of them, who this year are spend- 
ing $5,000 to $45,000 in Retailing to talk to 
the 19,027 subscribers who get and read and 
respond to the advertising in Retailing. What 
do advertisers think of Retailing? This list 


tells its own story. 


Advertising Age, May 27, 1946 


lihood and for the security of the 
future. . . And so we decided to 
put it on the incentive basis, where 
individual initiative, brains and 
courage, thrift and industry” might 
result in greater profits for all 
concerned, 


Sales Bound Upward 


Monthly sales of parts rose from 
$18,000 for 1938 to $200,000 in 
1945. The income of the manager 
of this department skyrocketed 
from $3,000 in 1938 to about $25,- 
000 in 1945. His assistants, who 
had been getting an average of 
$1,800 a year, made between $5,000 
and $15,000 in 1945, “and all will 
make more this year.” The incen- 
tive plan gives the parts manager, 
in addition to his salary, 14%% on 
gross sales above $18,000 a month, 
and divides among the other men 
5% on all sales above that figure. 

Income of service men also ex- 
panded sharply. The service sup- 
erintendent last year made $14,500 
and his assistant $8,400. 

Hull-Dobbs also has operations 
in other cities. Under Mr. Dobbs’ 
direction (AA, Aug. 7, 1944) it 
also became “the world’s largest 
independent airline caterer,” with 
airport restaurants throughout the 
South. But Mr. Hull emphasized 
that the incentive plan arrange- 
ments which he cited before the 
sales executives cover only the 
Memphis motor car organization. 


Commissions Limited 


Until 1938, “salesmen had re- 
ceived commissions only on cars 
that they sold,” he continued, 
“Those that were sold by the man- 
agement or the house were house 
sales, and no commission was 
paid.” ‘The company then decided 
that “each car carried a discount 
that permitted the payment of a 
sales commission; that the sales- 
man’s only avenue of compensa- 
tion was sales commissions; that 
that was their part of the business, 
and that they were entitled to... 
commission on every car sold.” 

Also, it had been “our custom to 
clip salesmen. . . Not steal from 
them, no, but when they came in 
with a deal that was not too profit- 
able . .. we would take the deal 
only on the basis that they got 
only part of the sales commission.” 


Salesmen’s Earnings Soar 


With the end of such practices, 
the salesmen’s earnings also 
soared, “We have salesmen mak- 
ing from $5,000 to $15,000 a year. 
We have many salesmen,” and 
none “has owed us a dime in eight 
years. Prior to 1938 we did not 
have a salesman who did not owe 
us money and who was not con- 
stantly in debt. .. We were selling 
a reasonable number of cars, but 
we were not setting the world on 
fire.” 

Hull-Dobbs now has automotive 
establishments in Louisville, Min- 
neapolis, Cleveland, and two in 
Chicago, Mr. Hull pointed out. 
With one exception the managers 
of these places came up in the 
Memphis organization. “They are 
running those businesses on the 
incentive plan. . . We invest the 
capital; they the management, and 
they are prospering. These places 
range from three months at Cleve- 
land to six years in Chicago. They 
are young organizations, but every 
one of them is among the first five 
dealers in its branch territory... 
We were second in Cleveland in 
parts sales the first month. Why? 
Because our organization is on the 
incentive plan. They went in to 
lead, and I am confident that they 
will always be leaders.” 


New Members to AFA 


The Advertising Federation of 
America has elected the following 
companies to membership: Chat- 
tanooga Medicine Company, Chat- 
tanooga, Tenn.; Cherry - Burrell 
Corporation, Chicago; Howard- 
Wesson Company, Worcester, 
Mass.; The Phil Gordon Agency, 
Chicago; Tucker Wayne & Co., At- 
lanta, and Times Journal, Vine- 


land. N. J. 
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TULSA WORLD 


“BEST DAM SITE I'VE EVER SEEN," says Tom Johnson, as he wets his 
whistle. "And what with that Pensacola reservoir completed, and those 
other two dams authorized, this part of Oklahoma is goin’ to get a 
mighty big push upward. It's goin’ to help business as well as the 
farmers, wait and see!" 


He's right! Scattered throughout the watershed of the Magic Empire in 
Eastern Oklahoma, there will soon be four tremendous “inland seas" of 
well over two million acre-feet, offering almost perfect flood control to 
thousands of acres of rich Magic Empire farmland, protecting coal 
mining and industrial areas, making possible new hydro-electric power, 
conserving cities’ water supply—all this on a scope breath-taking in its 
immensity! It means money in the bank, a gigantic community made 
more prosperous—a bigger and better market for YOUR product, when 
you TELL and SELL them on its merits through the pages of the News- 
papers THEY READ! 


O'tL CAPITAL NEWSPAPERS 


\ 


TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY e@ REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
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Research, But No Fooling 


Robert F. Elder, assistant to the 
president of Lever Brothers Com- 
pany, said some pretty blunt things 
at the American Marketing As- 
sociation meeting in Boston this 
month. 

He said that the American econ- 
omy, as we know it, can be saved 
only if we can provide reasonably 
full employment, and that this 
basic condition can be met only by 
“the most vigorous and the most 
intelligent kind of selling and ad- 
vertising.” And when Mr. Elder 
speaks of “intelligent” advertising 
and selling, he means promotional 
effort that is as closely geared to 
consumer wants and as nearly free 
from hit or miss methods, as it is 
possible to make it. 

He told the marketers that to- 
day’s customers are “less respon- 
sive to the brute force of lavish 
outlays of advertising money” 
than they have ever been, and 
that, faced with competition of an 
intensity seldom before realized, 
management is “coming to realize 
the need for diligence in reducing 
the friction in distribution, in find- 
ing the paths of least resistance in 
serving its customers.” As a re- 
sult, he said, “market research is 
on the threshold of an era in 
which it will be one of the major 
management functions.” 

By a curious coincidence, at 
almost the same time Mr. Elder 
was talking to the marketers in 
Boston, Charles R. Hogen, vice- 
president of N. W. Ayer & Son, 
was telling the Toilet Goods As- 


sociation in New York that there 
is a “hysterical interest” in re- 
search, that too much research is 
being done in order to sell adver- 
tising, and that too much is being 
done simply for the sake of do- 
ing it. 

The views of Mr. Elder and of 
Mr. Hogen are not incompatible. 
That marketing research will play 
a larger and larger part in all 
phases of marketing and merchan- 
dising cannot be doubted; the com- 
pany that sells or promotes or 
advertises without knowing as 
many pertinent facts as it can 
gather cannot hope to survive ina 
really competitive era. But Mr. 
Hogen’s warning is timely. “Re- 
search” is rapidly developing into 
the postwar panacea of business, 
with the inevitable result that 
some of us are likely to let re- 
search run away with the ball, in- 
stead of telling us how and where 
to carry it. 

Every marketing man needs 
more facts today than ever before; 
he will continue to rely more 
heavily on facts, and less on guess- 
work, from day to day. But he 
should not forget that fact-gather- 
ing is expensive, and that facts are 
of no value unless they are perti- 
nent and useful. He should also 
remember Mr. Elder’s admonition: 

“We shall never see the day 
when all we have to do is to drop 
a problem in the market research 
hopper, turn a crank, and take 
out a card with the correct answer 
printed on it.” 


For Better Self-Regulation 


The Proprietary Association, at 
its meeting in New York, voted for 
the immediate establishment of 
four joint committees of media 
and advertisers to promote more 
drastic regulation of advertising 
messages. 

As one of the earliest advocates 
of self-regulation of advertising, 
and one of the strongest believers 
in the ability of advertising to im- 
prove itself, ADVERTISING AGE ap- 
plauds the action of the Proprie- 
tary Association, and wishes its 
copy committees the best of luck. 

It may not be inappropriate, 
however, to emphasize the obvious 
fact that self-regulation means 
regulation of self, and effective 
self-regulation probably requires 
a good bit of stepping on toes. 
Self-regulation degenerates into a 
joke if the regulatory group is too 
timid to step on its own toes, as 
well as on the toes of others. 


Where self-regulation has been 
carefully and intelligently applied 
in the advertising field, as is the 
case with such notable examples 
as the Audit Bureau of Circula- 
tions, it has worked amazingly 
well. When self-regulation, as 
practiced, means only the mouth- 
ing of pious hopes and the ex- 
coriation of unnamed and un- 
identified “bad practices” by a 
“small fragment of the field,” it 
loses much of its capacity for at- 
taining worthwhile results. 

By all means let us have self- 
regulation. It is the only kind of 
regulation that is likely to be 
sound and reasonable, as well as 
workable. The advertising field 
has already developed a great deal 
of regulation of this type which 
works astonishingly well. When- 
ever more is needed, let’s all make 
sure that our self-regulation be- 
gins by regulating ourselves. 


"| wish the advertisers would stop 


—Cosmetic € Drug Preview 


making those double-your-money-back 


guarantees!" 


—_— 


Microscope, Watson! 


One of the things that’s always 
puzzled us is the body of people 
who read books, see movies, and 
absorb advertisements, constantly 
alerted for errors. The characters 
who observe the hand in the 
movie that closes the door, or no- 
tice that on page 110 the author 
mentions a_ six-shooter, which 
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NEW DEPARTURE 


wasn’t invented for another ten 
years, or see that the ad shows a 
gunner’s mate with his rating 
badge on his left arm. It always 
struck us as peculiar that people 
find minutiae so interesting. 
The latest case in point is illus- 
trated herewith. See anything 
wrong with the cartoon? Look 
closely. Look at it narrowly. 
Scrutinize its layout, make sure 
that all the bases are there. See 
anything? Elementary, chums, the 
shortstop is wearing his glove on 
his right hand, making him left- 
handed. 
Trivial, eh? Silly mistake? We 
have it on the authority of J. M. 
Hickerson, Inc., the agency which 
prepared the copy, that it was del- 
uged under an avalanche of let- 
ters, each protesting that a south- 
paw shortstop is practically un- 
heard-of. The writers were in a 
hurry to point out that a left- 
handed shortstop has to field the 
ball in the wrong position, that he 
has to turn his body to peg to first, 
whereas a right-hander can field 
the ball on the gallop and fire it 
to the first baseman. 

But Hickerson, which no doubt 
was surprised to find its erring 


shortstop wrong - handed, went 


quickly to the files and discovered 
that while portside shortstops are 
rara aves there have been some, 
notably Greenwood of the A’s, 
1882-83; Hulen of the Philadelphia 
Nationals, 1896; McClellan, Chi- 
cago Nats, 1888-89; Ray, Boston 
Nats, 1888-89; and Van Haltren, 
Baltimore, 1891. This data came 
to Hickerson from Cliff Kachline 
of The Sporting News, and the 
Ad-libber hereby disowns any fur- 
ther part in the controversy, ex- 
cept to note that none of those 
lefty infielders named lasted in the 
majors very long, apparently. 


Up in Smoke 

We have discovered that the 
editorial business is often one of 
woe and penance. We have been 
blistered for swapping names on 
cut-lines, for mis-matching admen 
and their companies, for assigning 
wrong agencies to right accounts. 
We have been lectured by upright 
gentlemen for showing them with 
a cocktail glass clutched lovingly 
in their fingers. Through it all 
we’ve maintained one lovely illu- 
sion: that the people in the busi- 
ness are interesting, versatile, 
clever and hard -boiled—dall of 
which are necessary in a business 
which has the complex and pre- 
carious character of the advertis- 
ing carousel. Away, illusion. This 
afternoon across our disordered 
desk came a photograph of one of 
the best-known women in adver- 
tising, clad in the mode of fashion, 
sitting at her desk, ready to sign 
her letters. In her right hand she 
held a pen, in her left a cigaret, 
whose smoke plumes marched up- 
ward in an orderly fashion. But 
at the bottom of the photo we 
found these searing words: “Please 
take out cigaret before using.” 
What the hell kind of an advertis- 
ing woman is that? 


Jottings 

Scout W. L. O’Brion of Newell- 
Emmett spotted two ads in the 
National Bottlers’ Gazette. One 
was for Dream Company, Los An- 
geles, which said “California Sun- 
shine in every sip.” The other 
was for Wyandotte Chemicals Cor- 
poration, Wyandotte, Mich., head- 
lined “You can’t bottle sunshine.” 

Some 35,000 people saw the Na- 
tional Clean Plowing Contest 
sponsored by WMT, Cedar Rapids, 
Bs. 


The following documents may 
be secured ,without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2648. The Sales Opportuni- 
ties in Battle Creek, Michigan. 
This booklet, issued by the Bat- 
tle Creek Enquirer and News, con- 
tains maps and market data cover- 
ing the Battle Creek trade area, 
and deals with population, indus- 
try, number of workers and an- 
nual payroll, and the relative posi- 
tion of the area in terms of buy- 
ing power. 


No. 2649. 
Map. 
The News-Sentinel, Fort Wayne, 
Ind., has issued this map, one side 
of which is printed in color, with 
a color key indicating monthly 
rentals in residential areas... The 
reverse side provides a map of the 
city’s retail trading area, with a 
table showing mileage between 
Fort Wayne and other cities and 
towns designated, and a county 
table of retail sales by classifica- 
tion. 


Fort Wayne Market 


No. 2650. Decalcomania Sign Ad- 
visor. 

The Meyercord Company has is- 
sued this brochure, which, with 
full-color reproductions, illustrates 
the many and various kinds of 
Meyercord decals and shows how 
they can be put to work on deal- 
ers’ windows, show cases, count- 
ers, etc. 


No. 2628. Postwar Plans of Hous- 
ton Families. 

The family (composition and 
income), the home (ownership or 
intent to own), buying plans and 
buying habits, including autos, 
radios, household appliances and 
foods, are put forth in this new 
study, issued by the Houston 
Chronicle, The sample used, 6,669 
interviews, covered 50 census 
tracts within the city limits and 
16 surrounding territories. The 
final section of the study deals 
with the effect of advertising on 
family purchases, tabulating the 
answers to the question, “What 
type of advertising do you depend 
on most?” 


No. 2612. Soundings. 

Newsweek has issued this report 
of a readership survey made by a 
U. S. Navy pharmacist’s mate as 
part of a course in advanced mar- 
ket research offered by the Armed 
Forces Institute. The report shows 
which of the crew in each age 
group read Newsweek, per cent of 
readers in each classification of 
service length, and other informa- 
tion. 


No. 2642. Going Places. 

This, the first of a new series of 
folders issued by Kimberly-Clark 
Corporation, reproduces the art- 
work of several prominent travel 
advertisers, showing the printa- 
bility of Trufect Levelcoat paper 
for fine color work. A state-by- 
state list of K-C distributors is 
included. 


No. 2618. Sales Tell the Story. 
House Beautiful, in this book- 
let, displays the evidence of sales 
success through the use of the 
magazine’s window shopping sec- 
tion. Pages show typical advertise- 
ments for a variety of merchan- 
dise, from furniture to jewelry and 
wearables, with corresponding re- 


ports on the success of the ads. 
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Airosol Invades 
‘Bug Bomb’ Field; 
Others Campaign 


Neodesha, Kan., May 21.—Airo- 
sol, Inc., invading an already 
crowded field, plans extensive pro- 
motion of its vapor insecticide 
bombs and atomizers via news- 


for home use. The product may 
be applied with brush or appli- 
cator and “one coat lasts for 
months,” 

Cornelius Company, Minne- 
apolis, announced that it will 
launch a national ad campaign for 
its new midget-size hand operated 
hydraulic sprayer. It is designed 
primarily for household use, as a 
spray for insecticides, lotions, an- 
tiseptics, deodorants and similar 
liquids, Through Harold C. Walker, 
Advertising, Minneapolis, the com- 
pany will advertise in major home 


service magazines and _ business 
papers directed to department, 
hardware and home supply stores. 
Local newspaper ads and point-of- 
sale displays also will be used. 


Offers $100 FM Prize 


The Omaha World-Herald is of- 
fering $100 to the person suggest- 
ing the best call letters for its new 
FM station, scheduled to be in 
operation this summer. It will 
continue to operate its AM station, 
KOWH. 


Sponsor Toy Market 


The first Western Toy Market, 
sponsored by the San Francisco 
Chamber of Commerce, the West- 
ern Merchandise Mart and local 
representatives of national toy 
lines, will be held in San Fran- 
cisco next year, June 2-6, 1947. 


Two Appoint Scott 

Duncan A. Scott & Co., San 
Francisco and Los Angeles, has 
been appointed West Coast repre- 
sentative for two new magazines 
—Fashion Trades, a weekly in the 


13 


clothing industry, and The Smart 
Traveler, a monthly travel publi- 
cation expected to appear on 
newsstands in June, 


Hart Heads Patent Button 
Alfred Hart, who joined the 
Patent Button Company, Water- 
bury, Conn., in 1942, has been 
elected president, to succeed his 
brother, the late Lewis J. Hart. 
The new president has been vice- 
president and secretary. David S. 
Hart, son of the company’s late 
president, has been elected vice- 
president and general manager. 


papers, magazines, radio and busi- 
ness papers. 

The Kansas company, in addi- 
tion to the atomizers, is merchan- | 
dising a stock spray concentrate, a 
residual barn spray and a so- 
called “Poor Man’s Spray” obtain- | 
able in quantities ranging from | 
one pint to a 55-gallon drum. Its| 
advertising budget for the first 
half of 1946 has been set at $80,-| 
000, including 26 one-minute radio | 
spots on eight or nine-week sched- 
ules of three times weekly, and | 
newspaper schedules totaling 2,400 | 
and 1,400 lines with insertions | 
once weekly. First national maga- | 
zine copy will appear in the June 
Good Housekeeping. A consumer | 
movie trailer for dealer use also | 
is in preparation. 

No Co-op Copy | 

According to Philip E. Gruber, | 
sales director of Aijirosol, Inc., 
dealer cooperative advertising will 


not be employed, and the company 
will refuse private brand produc- 


tion. Distribution is through job- 


bers and nationwide sales will be 
sought as quickly as_ possible. 
About 10% of all Airosol bombs, 
which are pressure--vapor insecti- 
cides combining DDT and pyreth- 
rum, are earmarked for overseas 
markets, Mr. Gruber said. 

M. C. Shipley is advertising and 
sales promotion director of the 
company. R. J. Potts-Calkins & 
Holden, Kansas City, is the agency. 

The Kansas product will com- 
pete for consumer favor with at 
least two similarly named prod- 
ucts, Aer-A-Sol and Aerosol. 

Major manufacturers of the bug 
bomb already advertising include 
Westinghouse, with its Bug-Bomb, 
concentrated in business papers; 
Bridgeport Brass, with Aer-A-Sol, 
using eastern newspapers; Knapp- 
Monarch, with Magic Mist, for 
which it is emphasizing dealer co- | 
operative copy; and Industrial | 
Management Corporation, with In- | 
sect - O- Blitz, concentrating pro-| 
motion on the West Coast. | 

Matco Products, Inc., Jersey | 
City, currently is using business | 
paper copy to inform the trade_ 
about its Matco midget Aerosol in- | 
secticide, which it plans to back | 
with magazine and newspaper | 
copy starting next month. 


Promotes Knox-Out 


Pennsylvania Salt Mfg. Com-| 
pany, Philadelphia, meanwhile, | 
has started a newspaper and spot) 
radio campaign in 14 cities to sup- | 
plement its campaign for Knox- | 
Out DDT insect spray and insecti- | 
cide powder in The Saturday Eve-| 
ning Post and trade publications. | 
Geare-Marston, Inc., is the agency. | 

In Chicago last week, Goldblatt | 
Bros. department store used news- | 
paper space to announce the “First | 
in all America” sale of Sherwin- | 
Williams Company’s new Pestroy, | 
a DDT liquid coating insect killer | 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion's greatest in- 
dustrial area. 


Mr. Ferguson’s violent reaction 

to this particular brand of lese majesty 
is not recommended to other Business Week readers. 

(You can always locate another copy by dialing your nearest 
management friend.) 

But it does clearly indicate 
how strongly business executives mean it when they say, 
“This is the most useful magazine of all.” 
And it also demonstrates one of the reasons why 
advertisers used more of its pages, 
in 1944 and 45, 

than of any other general, general-business, or news magazine. 


| “Wherever you find it, you find a management-man .. . well informed.” 
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'G. W. Hill’ Goes 
Soap-Promoting 
in ‘The Hucksters’ 


But Wakeman Novel 
Makes No Ripple 
at Lucky Strike 


New York, May 23.—Whatever 
the resemblance of its characters 
to living people engaged in adver- 
tising, Frederic Wakeman’s novel, 
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FOR QUANTITY BUYERS 
THE ARTKRAFT" SIGN co. 
Artkrafi* Manufocturing Corporation 
900 Kibby $t., Lima, Ohio, ¥.S. A. 


*Tredemorks Reg. U.S. Pet OF 


“The Hucksters,” to be published | 


by Rinehart & Co. on May 27, is 
a caricature of advertising. It re- 
flects advertising—even network 
radio advertising—about as accu- 
rately as the Hecht-MacArthur 
play, “The Front Page,” reflected 
newspaper work. 

But because it is breezy and 
fast-paced, and flashy and sensual, 
the influence of “The Hucksters” 
will be multiplied by distribution 
through the Book-of-the-Month 
Club and as a movie through Metro- 
Goldwyn-Mayer. Perhaps the peo- 
ple prefer their literature two- 
dimensional, lacking breadth or 
depth. 


Readers Note Resemblance 

And if they do not think so 
already, many millions of Ameri- 
cans will be led to believe that 
no advertising man worth his salt 
gets less than $50,000 a year, com- 
mutes between New York and 
Hollywood less than 10 times a 
year, or has less than a dozen 
beautiful women at his wicked 


| beck and call. 


Pre-publication readers have 


found some resemblance between 
the president of Mr. Wakeman’s 
Beautee Soap Company, Evan 
Llewellyn Evans, and George 
Washington Hill, for two decades 
“czar” of American Tobacco Com- 
pany. The agency that daily 
goes through awful contortions to 
please the never-pleased Old Man, 
and thus retain his $12,000,000 ac- 
count (which it has had for some 
years) ‘is called Kimberly & Maag, 
but perhaps Mr. Wakeman was 
thinking of Foote, Cone & Belding 
or its predecessor, Lord & Thomas. 


Some Autobiography? 

The resemblance, however, be- 
tween Kimberly and Emerson 
Foote, Don Francisco, Sheldon 
Coons, L. Ames Brown and others 
who managed the New York oper- 
ation of FC&B or L&T in this 
period, and therefore was the “ac- 
count executive” of the moment 
on Lucky Strike, is less marked— 
if for no other reason than that 
they have been widely different 
individuals. The present incum- 
bent, Mr. Foote, probably will bear 
most of the onus, because Mr. 


Wakeman worked on the account 
with him. 

It seems, though—because most 
novelists and autobiographers like 
to pose as their own heroes—that 
Mr. Wakeman may have made 
himself the central character, Vic- 
tor Norman. Mr. Norman is no 
paragon of virtue, judging by his 
thoughts and actions in the book, 
but at least, according to the 
jacket blurb, “he knew the phoney 
basis of it all,” and was able to 
“penetrate the crust of their (the 
Evanses) cynicism and success.” 

At any rate, everyone in the 
novel except Norman and Evans’ 
son (who might be G. W. Hill Jr.) 
is a stooge and sycophant in front 
of the Old Man, whose slightest 
whim is law and who seldom fails 
to get the complete agreement of 
his associates for what he thinks 
should be done. 


Sterile Millions 
“All the executives, except Mr. 
Evans, sat out in one huge room, 
with their secretaries sitting at 
identical desks opposite them,” 
Mr. Wakeman writes. “The room 


THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 


time in America . 


evening Press-Scimitar. 


*ABC Pub. Statement 
March 31, 1946 


If Sherlock Holmes could be born again. . . this 
. . he probably wouldn't believe 
(until he checked with the U. S. Dep't. of Com- 
merce) that per capita retail sales in the Memphis 
Metropolitan district (way down in the deep South) 
are several dollars greater than those in New York 
and Chicago . .. And he'd probably drop his ‘mag- 
nifying glass when he totaled the effective buying 
power of the Memphis Market to one billion, 456 
million dollars. The ear muffs on his checkered cap 
would flap like the wings of a startled gull in his 
hurry to advise his space buyer clients to use the 
Memphis newspapers’ combined daily circulation of 
279,440* and the Sunday circulation of 202,435* in 


reaching into Memphis Market wallets. 


You can 


save 13c per line through an optional combination 


buy of the morning Commercial Appeal and the 
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was plain, with severe light 
wooden desks, metal wastebaskets, 
nameplates, ash trays, in fact 
every bit of furnishing was stand- 
ard.” (This, incidentally, contrasts 
sharply with the Chippendale 
chairs and Kirman palace rugs at 
Kimberly & Maag.) “The vice- 
president in charge of sales had 
the same setup as a junior clerk, 
despite his $100,000 salary.” 

The board room, which in some 
respects was similar to Mr. Hill’s 
office at American Tobacco, was 
“heavy with mahogany and tra- 
dition.” But instead of 30-year-old 
reproductions of the bull of Bull 
Durham tobacco, “a nineteenth 
century ad on Beautee sOap was 
framed over the fireplace.” 


More Resemblance 


Mr. Evans was “a small man, 
almost dainty, with tiny graceful 
hands. He was in his middle 
fifties and looked older.” His eyes 
were “snapping blue. .. He wore 
a black alpaca coat, a white linen 
vest, and a bandanna kerchief tied 
around his neck. Under it was a 
starched collar with a gleaming 
gold collar button, but no tie. He 
carried a fine white handkerchief 
in his sleeve. And wore an old 
straw hat, indoors and out, winter 
and summer.” 

American Tobacco’s Mr. Hill 
also has blue eyes, and among 
other things, also wears a white 
hat, indoors. But unlike Mr. 
Evans, Mr. Hill wears a tie, a 
black one, and usually no vest 
over his white shirt. 

Evans is given to spitting on the 
mahogany table and throwing his 
hat out of the window to empha- 
size his points. He wants his asso- 
ciates to agree with him, and ex- 
cept for Norman, they usually do. 
Account executives on Beautee 
soap—even when they agree with 
Evans—have some trouble staying 
put. Kimberly and other execu- 
tives of Kimberly & Maag are 
never lucky enough to be beyond 
the telephone or teletype range of 
Mr. Evans, 


Some Ad Philosophy 


The Old Man likes his radio 
music loud and fast. He takes 
principal credit for the promotional 
and sales success of Beautee soap. 
He emphasizes the value of re- 
iteration. One reason Victor Nor- 
man rose temporarily in his graces 
was because of his suggestion of 
repeating, in radio commercials, 
“love that soap,” over and over. 

Mr. Hill was reported ill at 
home when AA called to ask him 
whether or not he had read “The 
Hucksters,” and what if any- 
thing he intended to do about it. 
An associate said that Mr. Hill 
had not read it, and he believed 
that neither Mr. Hill nor the com- 
pany would take any action on it. 
Likewise, Mr. Foote of FC&B also 
had not read it. He had heard 
enough about it, however, from 
pre-publication readers to think 
that he knew the novel and its 
plot and characters pretty well. 

, Mr. Wakeman left FC&B several 
|years ago, without apparent ran- 
cor, it was said, to join Metro- 
Goldwyn-Mayer. Shortly after- 
ward, he joined the Navy, spent a 
‘brief period on Pacific duty and 
wound up in a naval hospital. His 
first novel, “Shore Leave,” was 
published in 1944. In addition to 
advertising and radio he has done 
newspaper work. He is 35 years 
old, with a wife and two children. 

When Mr. Wakeman left FC&B 
he threw a party for Emerson 
| Foote and others of the agency, 
|and presented Mr. Foote with a 
|French clock. 


June Magazines Get 


Chap Stick Ads 


Chap Stick Company, Lynch- 
burg, Va., will use Life, The Sat- 
urday Evening Post and a group 
of outdoor magazines in June to 
promote Chap Stick for parched 
lips. Lawrence C. Gumbinner Ad- 
vertising Agency, New York, 
handles the account. 
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what makes a magazine 


a Magazine? 


is it national circulation ? 


The New York Times Magazine 


has national circulation—more than 1,000,000 every week. 


Its selling power extends from coast to coast. 
But it has the added advantage of 

needed concentration in the rich eastern market 
where most magazine circulations run thin. 
Yes, The New York Times Magazine 

is a medium to remember when you make up 


your national magazine lists. 


The New York Times Magazine 


The New York Times Magazine 
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|sian language magazine have piled 
/up convincing evidence that the 
\Soviets are an eager market for 


* 
Soviets Snap Up 
|publications about the United 


’ ' | States. 
Test Magazine; | Possibly the “iron curtain” will 
| periodicals. 
ized to operate where private pub- | the black market. 
recently agreed to admit 50,000 
give Russians information about 


long time to come, but the State 
|Department hopes that its “test” 
‘of the Russian market will create 
,acceptance of privately published 
May Be Discontinued 

Unless Funds Are Voted) 7°, oft with the blessings of 
to State Department ‘the Soviet government, is com- 
|/manding 83 cents officially, but 
Washington, May 22.—Author- ' selling at much higher prices on 
ment’s experiments with a Rus- about this country and to see the 
16 pages of four-color pictures of 
the United States and its prod- 
ucts, that the Soviet government 

issue. 
A cross between Life and Look, 
the State Department magazine 
was started late in the war to 


THE LETTER SHOP, Inc. 
431 &S. Dearborn St., Chicago 5. Ilineis 


: ‘keep private publishers out for a 

Future in Doubt 
The official magazine America, 
lishers cannot go, State Depart-| Russians are so eager to read 
instead of 10,000 copies of each 
the American people, their coun- 


try, their way of life and their 
government, 


Carries No Ad Copy 


The magazine contains no ad- 
vertising, and runs 80 pages in- 
cluding covers. A typical issue 
includes articles on the Depart- 
ment of Commerce, American In- 
dians, production of plastics, New 
England, women’s fashions, Amer- 
ican voting procedures, lend-lease 
and Marion Anderson. 

Other stories for the future in- 
clude an article on baseball and 
its attraction for the American 
public, a discussion of demobiliza- 
tion of veterans, a short story by 
Stephen Vincent Benet, a report 
on industrial reconversion and a 
pair of articles contrasting the 
points of view of career women 
and housewives. 

Even with official blessing it’s 
a problem to publish for Russia. 
Material for each issue is selected 
and printed here, but before print- 
ing the material and pictures are 
forwarded to the. U. S. Embassy 
in Moscow for “testing” on Rus- 
sians. 


Since experience has shown that 
translators here cannot produce 
texts in language satisfactory to 
Soviet readers, the Embassy uses 
a corps of translators to process 
the copy. Review by the Soviet 
Foreign Office has been a mere 
formality so far, State says. 

To save time, the translated and 
approved texts are generally 
cabled back to the United States. 
Back here, Russian language ex- 
perts recheck translations against 
the original texts. 

In all, there are only eight on 
the staff of the United States: an 
editor, assistant editor, art editor, 
assistant art editor, picture editor, 
two Russian language experts and 
a secretary. Production and pic- 
ture consultants are used part- 
time. 

Typesetting in Russian is per- 
formed by King Typographic 
Service, New York. Engravings 
are farmed out in the New York 
area. Printing is subject to bid. 

About 50 advance copies of each 
issue are flown to the Embassy in 
Moscow, while the remainder go 
by sea to Murmansk or Odessa, 


Then it is important that you know these facts. The 
Oregon Journal is read regularly by 96% of all people engaged 

in Portland’s 9 wholesale automotive supply firms. And that’s not 
all, 96% of the people engaged in Portland’s retail automotive 
supply business—stores, garages, service stations, etc.—read 


the Oregon Journal regularly.* 


Sx 


In their selection of a newspaper these men and women in 

the automotive supply business are typical of Portland’s families. 
They read The Journal because of its accurate local reporting, 
comprehensive world news, understanding local columnists, top-flight 
national features. Little wonder that The Journal is today as it has 
been for years, Portland’s favorite newspaper offering advertisers the 
largest peace-time circulation in its history, both daily and Sunday. 


* Figures from a current Independent Survey 


If you lived 
in Portland 
you'd read 

The Journal 


Tue JOURNAL 


Afternoon and Sunday 


PORTLAND, OREGON 


Only Afternoon Newspaper 


ee Only ttt 


Represented by REYNOLDS-FITZGERALD, Inc., New York, Philadelphia, Chicago, Detroit, San Francisco, Los Angeles, Seattle 


Advertising Age, May 27, 1946 


where they are turned over to 
Soyuzpechat, the Soviet distribut- 
ing agency. 


Congress Refuses Funds 


Difficult as it is to get out a 
magazine for Russia, State De- 
partment has been having its most 
serious difficulty with our own 
Congress. At the same time that 
the Soviets were authorizing wider 
distribution of America, the House 
appropriations committee was 
chopping it out of the 1946-47 
budget. 

As things stand, America, to- 
gether with the entire State De- 
partment shortwave broadcasting 
arrangement, will be discontinued 
unless the Senate restores part of 
the $10,000,000 the House took off 
of the department’s $20,000,000 
information budget. 

Without explaining itself, the 
committee specifically recom- 
mended that America stop, al- 
though the 83-cent newsstand 
price had provided sufficient reve- 
nue to cover production costs. With 
its new press run, it would meet 
personnel costs, too, and make a 
profit. 

Assistant Secretary of State Bill 
Benton considered America one 
of the most constructive items in 
the international information pro- 
gram, raising as it does the pros- 
pect that private American peri- 
odicals would eventually find a 
Soviet audience. He says, too, that 
he is proud to have a publication 
that makes money. 


Would Use Magazine Material 


Future issues of America were 
to bring more of the flavor of pri- 
vate publications to the Soviet, for 
the State Department planned, in 
going bi-monthly, to depend on 
publications like The Saturday 
Evening Post, Life, Harper’s and 
Country Gentleman for half the 
material in “America.” 

Of the remaining material, about 
half would be staff written, and 
half would be under commission, 
much of it contributed by govern- 
ment organizations, or by groups 
like the National Safety Council 
and the American Cancer Society. 

Getting down to figures, State 
Department estimates that over-all 
cost per copy of America, in- 
cluding personnel services, has 
been running 81.6 cents at a 30,000 
press run. For printing, binding, 
contractual services and paper, the 
cost has been 68.7 cents. 

After the Soviet distribution 
agency has deducted 25% to cover 
its operating costs, the * United 
States has received 62 cents for 
each copy. At a press run of 
50,000, the State Department be- 
lives the per copy cost will drop 
below this 62 cents figure. 

Immensely popular wherever 
available, America, even with a 
circulation of 50,000, will be very 
scarce in the Soviet Union. In 
the past, few if any copies have 
appeared on newsstands, most of 
them moving by subscriptions to 
libraries, universities, and army 
and navy clubs. 


New Wilson Golf Balls 


Debut in ‘Post’ Spread 


Wilson Sporting Goods Com- 
pany, Chicago, announced the re- 
turn of natural rubber golf balls 
with a color spread in the May 18 
Saturday Evening Post. More 
golf ball copy will follow along 
with Wilson’s other promotions in 
Boy’s Life, Collier’s, Esquire and 
Life. 

During 1946 Wilson will also 
co-sponsor with General Mills 
sports broadcasts including base- 
ball and football games. 


Kates Gets Hotel Account 


Kates-Haas, Wilmington, Del., 
has been appointed to handle the 
advertising of Sky Line Hotels 
Corporation, Poconos, Pa. Adver- 
tising in the New York Herald 
Tribune and Times, Philadelphia 
Inquirer and Washington Post will 
be used. In addition, literature 
will be placed in travel bureaus 
in the cities mentioned above. 
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"I read every issue..." 
Walter Geist, President 
Allis—Chalmers Mfg. Co. 


For the 7 months beginning August (i.e., since 
Japan's surrender) The United States News carried 


29 MEDIA ACCOUNTS 


the largest number among six non-fiction magazines.* 


Publishers and Radio Station Managers must influence 
top management men in companies that advertise 
nationally. They know, from long experience, that 
top-management men always give the final go-ahead 
on advertising budgets and advertising schedules. 


And it is these same top-management men who authorize large 
expenditures for your Steel, your Machinery, your Chemicals, 


Plastics, Lubricants, and other industrial products and services. 


CAN YOU SAFELY AFFORD TO OVERLOOK THIS IMPORTANT 
AND HIGHLY CONCENTRATED MARKET? .. . CAN YOU? 


(For the 7 months since last August, P.1.B.) 


The United States News....... 29 Media Accounts 
CRE hitgadd eves cece van 24 =“ - 
BE Skee csivcswvesces 1% * " 
PE $096 Hake dav awane ss a E 
EE die ¥i5d5.cuwersanens 3 * . 
ME d:bivececsetdseseis , * 


*Names on request. 


(250,000 GUARANTEE) 


The Direct Route to 
those who O.K. both 


corporate and family buying 
* 


Daniel W. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


x Read from 


cover-to-cover by key-management men in 


every industry * 
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| Plecct- Mea; Cet 
ACTION - HUMAN INTEREST 
| Real “When 


Wives of strikers worry as bills 
pile up and savings go. 


22 VITAL ARTICLES IN MAY FACTORY 


Readers are always asking FACTORY for building maintenance information. So editors made a thor- 
ough survey of 25 plants for answers. . . “Building Restrictions Dictate Better Up-Keep.”’ 


Other valuable articles in M Al NTEN A j 
May FACTORY on Ps 


Read Shadowless Lighting . . . Flexible Compressed Air System Meets Layout Changes .. . 
Orderly Storage of Spare Parts Cuts Production Delays . . . One-card Graphic System for Close Con- 


trol of Materials. 


If you want to sell the men in the 
plant—the men who get out the production—who buy and use modern equipment and methods—the 
plant operating group—use FACTORY. It will give you more of them per dollar than any business 
paper published. 
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DAILY JOB HELP fac” 


Labor Strikes—Everybody Loses!” 


. . New, starkly realistic! The story of spent savings, of heart-ache, of worry and fear. Families of New Depar- 


ture workers got their pay increase all right... BUT!. . . FACTORY Editors went to Bristol, got the dreary 
facts first hand. They make a story that’s pathetic but needs telling. .. . FACTORY for May 


And that is only ONE of the May articles dealing with [ A BOR! 


Kead How Eric Johnston Plans to Share Profits . . . Selling Safety to Supervisors Cuts Accidents 67 
Percent .. . Two-way Information Flow Pays Off .. . Minnesota’s Labor Law: Pattern for National Legislation? 
. Union-Company Chart Solves G. I. Seniority . .. Aiming Millwright Training at Low Cost Production. 


Sie ie 


P RO D U CTI 0 N! ® How a craftsmanship industry adopted production Sine methods; 


cut furniture costs 40%! Plant capacity doubled . . . in-process time reduced from 48 hours to 12. Practical 


and interesting . . . ““Continuous-Flow Handling Lowers Unit Costs 40 Percent.” 
Other May articles on Production Are: 


/ Coad Lower Costs in Precision Work by Mass Methods . . . Work-Savers That Add Up to Low Cost 
Production. . . Scale Model Speeds Kaiser-Frazer Conversion . . . “Quick Ways” to Low-Cost Operation . . . 
From 70 to 30,000 Pens a Day in Six Months. 


Let’s Give the U.S.A. Back to the American People. 
FEATURES: ( What Price Price-Control?... Job Changes During the War. 
Looking Ahead at Labor and Business ... AND REGULAR DEPARTMENTS. 


MANAGEMENT AND welavSearse 


A McGRAW-HILL PUBLICATION ° 330 WEST 42nd STREET, NEW YORK 18, 
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College Inn Plans 
fo Expand Food 
Line, Step Up Ads 


May Quadruple Its 
Prewar Sales; Seeks 
Wider Distribution 


Chicago, May 22.—College Inn 
Food Products Company is plan- 
ning an expansion of its business 
based on the belief that quality 
food products are now in the mass 
marketing field and can be mer- 
chandised and advertised accord- 
ingly. The 1946 sales volume may 
reach $10,000,000, more than four 
times the prewar figure and twice 
as big as the best previous year. 

Willard Eliel, executive vice- 
president, who with Paul Tevis, 
sdles manager, is going to the West 
Coast this week both to arrange 


for wider distribution of College 
Inn products in that area and to 
look into the acquisition of a new 
plant, says that College Inn is as 
mass marketing minded as Ivory 
soap. 


Seeks Complete Distribution 


“We are driving this year to- 
ward complete national distribu- 
tion on an intensive basis,” he 
said. “Along with this program is 
one for the expansion of our ad- 
vertising. Beginning this fall we 
expect to enter the magazines 
with a heavy schedule of four- 
color advertising, in addition to 
the newspaper and radio advertis- 
ing we are now doing in selected 
markets. We look for continued 
expansion of demand for the high- 
grade specialties we are produc- 
ing, because the public has both 
the desire for better foods and the 
money with which to purchase 
them.” 

Mr. Tevis is a great believer in 
the idea that foods are made to be 
eaten and that quality, a much 
overworked word in the food field, 
can be demonstrated in College 


Inn products in such specifics as 
the amount of chicken in its 
chicken a la king, the elimination 
of skin from its boned chicken 
specialty and the fact that its 
products really taste better. 


Expands Trade Copy 


Along with the fact that College 
Inn is a brand which has been 
made familiar to the public for 25 
years is a new policy of aggres- 
sive merchandising of the adver- 
tising campaign to the trade. Cur- 
rent ads are being featured in 
trade copy addressed to the read- 
ers of Chain Store Age, and an 
enlarged schedule of business pa- 
per advertisements reaching re- 
tailers will tell the story of the 
broadened College Inn advertising 
program. 

Because chicken, which is the 
basis for many of the most pop- 
ular College Inn specialties, is 
generally available at present, in 
contrast with beef and other meat 
products, College Inn is tapping 
reader interest with such striking 
headlines as “Beat the Black Mar- 
ket — Use College Inn Boned 


HOW TO SOLVE THE 


MEA SHORTAGE 


@ Make biscurts with milk 


= Serve rae CHICKEN A 
._ . LA KING over biscuits. (For 
CHICKEN 
gla KING 


pure whipping cream 
Ample supply af your gregert new 


CONTAINS 30°> MORE CHICKEN 


use COLLEGE INN 
Boned Chicken 


BONED CHICKEN 
—/ 


ECONOMICAL! One con of ; 

College inn Boned Chi 4 and salad dressing. Spread chick 
as much chicken meat as a 1'4- 
pound dressed chicken. At your 
grocer’s now 


half; top with sliced comato 
spread with celery dressing 
sprinkle with grated cheese. Place 
under broiler co melt cheese 


College int boned chicken 


TIMELY THEMES—Beating the black market and sidestepping the meat short- 

age are two of the current appeals being used to push sales of the College Inn 

food products. There's plenty of chicken meat in these two choices, the com- 
pany emphasizes. 


Chicken.” This product is getting 
the benefit of widespread use dur- 


ing the war, as it was a popular 


‘item in most gift collections sent 


€ mendous consu 


THIS IS NEW YORK 


. .. and this is Yankee Stadium which more than 80,000 fans 
have jammed in one afternoon. Here in the world's biggest 
baseball town, where each of three major league teams has 
its own avid following, more than three million spectators 


attended New York and Brooklyn games in 1945. 


It was at 


the Polo Grounds, another great New York ball park, that 
the Journal-American War Bond Game raised over eight 


and back-log 
all others 


million dollars in 1943. New York does things in a big way. 


buy 
largest mark 
eptance. 


readers and acc 
a that dominates 


You need newspapers to sell New York 


et with its tre-— 


this mighty evening 
For sales in — 


to soldiers overseas. In addition 
many chicken products were made 
by College Inn for direct sale to 
the government and lend lease. 


Uses Cans, Glass Packages 


Changes in the design of the 
glass package used for College Inn 
tomato juice cocktail, one of the 
oldest and most popular specialties 
of the company, originally invented 
by Ernest Byfield, head of the Ho- 
tel Sherman and the Ambassador 
Hotel, have resulted in the Middle 
West being supplied with the 
product in cans, but with the label 
reproducing the original glass 
package. The East will continue 
to get the glass package, in the 
new standard mold approved by 
the government. 

The company is also likely to be 
a factor of growing importance in 
the frozen foods field, and has 
found a healthy demand for its 
frozen chicken a la king, Distribu- 
tion is now being expanded to 
Eastern markets. 

Advertising of the tomato juice 
cocktail line will be placed here- 
after by Shaw & Le Vally, new 
Chicago agency, while the re- 
mainder of the College Inn prod- 
uct advertising will continue to be 
handled by Weiss & Geller. Ulti- 
mately there will be a line of de- 
luxe specialties marketed under 
the name of Pump Room, to capi- 
talize on the popularity of Mr. By- 
field’s popular dining room at the 
Ambassador. They will be priced 
in the higher brackets where many 
people, according to Sales Man- 
ager Tevis, 
products are now. 


Haymes Switches Time 

The Dick Haymes radio show, 
heard on CBS for Electric Auto- 
Lite Company, Toledo, and 
handled by Ruthrauff & Ryan, will 
switch from Saturdays at 8-8:30 
p.m. (EDT) to Thursdays at 9-9:30 
p.m. (EDT) starting June 6. The 
Thursday night spot is being va- 
cated May 30 by Chrysler’s “Andre 
Kostelanetz Music,’ which is bow- 
ing off the air. 


Hughes in New Job 


Thomas A. Hughes, formerly ad- 
vertising and sales promotion 
manager of Westinghouse Electric 
Corporation’s elevator division, has 
been appointed manager of sales 
promotion and director of adver- 
tising and market development of 
Air Devices, Inc., New York. 


REST where 


think College Inn. 
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-- - CHARLIE OWENS OF THE LOS ANGELES TIMES 


That benign look with which the artist Mr. Owens is one of many specialists 
has endowed Mapmaker Charlie Owens who give Times news and feature pres- 
is but window dressing for an eagle eye entations that accuracy and intelligent 
and a J-square mind. Charlie’s maps diversity which make the home-owned 
are so accurate that the Army used Times “everybody’s newspaper” in 
them for briefing, but now his drawing Southern California—far and away the 
board is filled with peacetime sketches first choice of readers and advertisers 
for readers of the Los Angeles Times. in America’s Third Largest Market. 


LUS ANGELES 


Represented by Williams, Lawrence & Cresmer...New York, Chicago, Detroit and San Francisco@ 
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Aviation’s Budget 
to Soar Rapidly, 
Says Agency Head 


San Francisco, May 21.—Avia- 
tion, expected to appropriate an- 
nual promotion budgets of $25,- 
000,000 to $30,000,000 by 1955, 
is beginning to challenge the best 
the advertising profession has to 
offer, according to John R. West, 
president of West - Marquis, Inc., 
San Francisco and Los Angeles 
agency. 

Speaking before the San Fran- 
cisco Advertising Club, Mr. West 
estimated that 400,000 private 
planes or helicopters and 40,000 
commercial transports will be in 
use in the U. S. in nine years. In 


addition to the sums to be spent 
by plane manufacturers and com- 
mercial air lines, he said, at least 
$10,000,000 annually in advertis- 
ing will be used by various avia- 
tion service groups and industries 
by 1955. 


Aviation Ranked Second 


Last year, $6,500,000 in adver- 
tising was appropriated by avia- 
tion companies. The total will 
reach $10,000,000 in 1946, accord- 
ing to Mr. West. Aviation indus- 
tries were second in total money 


spent for advertising in 1945 
among all Pacific Coast industries, 
he added. 


BIDS FOR PRIVATE 
AIRCRAFT MARKET 

Los Angeles, May 21.—North 
American Aviation Corporation’s 
new private plane promotion has 
been launched with copy sched- 
uled for Holiday and Time as well 
as plane owner and aviation busi- 
ness papers. 

The new plane, the Navion, is 
a four-place, all-metal ship bear- 


ing marked resemblance in its 
bubble canopy and tricycle land- 
ing gear to the company’s famous 
fighter, the P-51 Mustang. It is 
the company’s first product in the 
personal plane field, North Ameri- 
can having previously built fight- 
ers, bombers and trainers for the 
Army air forces, 

Copy stresses economy and me- 
chanical features. Deliveries will 
begin in June, the copy promises. 

The account is handled by Bat- 
ten, Barton, Durstine & Osborn, 
Los Angeles. 


Advertising Age, May 27, 1946 


Walker Elects Robbins 


Burr L. Robbins, executive vice- 
president of General Outdoor Ad- 
vertising Company, has been 
elected to the board of directors 
of Walker & Co., Detroit, outdoor 
advertising organization. 


Sage-Tex Appoints Hill 
Sage - Tex Corporation, New 
York, has appointed Hill Adver- 
tising, New York, for the Sage- 
Tex electric iron slipper. National 
magazines, business publications 
and store promotion will be used. 
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SCIENCE ILLUSTRATED—America’s newest maga- 
zine—has scored a resounding hit with the public! 

We’re convinced of it from the reports we’ve 
been getting from newsstands. We feel it from the 
hundreds of voluntary enthusiastic letters that are 
pouring in from readers. 


AND ALREADY WE’RE GETTING POWERFUL EVI- 
DENCE FROM ADVERTISERS! Only one week after 
SCIENCE ILLUSTRATED for April hit the stands we 
were getting such eye-opening reports as these: 


ADVERTISER “A’’—received 50% the number of 
inquiries usually received from all his other 
advertising. 


ADVERTISER “B’’— pulled more inquiries regarding 
his household appliance than he ever got from 
any other publication ever used. 


ADVERTISER “C’’— pulled inquiries from 107 exec- 
utives representing some of the largest corpo- 
rations in the country. 


SOME OTHER ADVERTISERS— “Inquiries included 
four requests from jobbers seeking franchises. 
Well pleased!’ . . . “Sold 18 items direct!” .. . 
“Sold more than $210. worth of items!” . . 
“Nearly a dozen and a half inquiries on a fine 
instrument!’ ... “‘Response Grade A!” 


est weeks Kerorr 


on AMERICA'S 


This in SCIENCE ILLUSTRATED’S first week, mind 
you! An early, incomplete, flash sample of results. 
But a significant one, we believe. And an under- 
standable one. 


FOR SCIENCE ILLUSTRATED naturally attracts peo- 
ple who are eager to be in on the latest that science 
is doing for us. People who are impatient to 
sample the newest gifts science is unwrapping. 


And it seems reasonable to assume that such 
people comprise a peculiarly alert, thorough- 
reading audience. A unique kind of audience, 
especially valuable for advertisers to reach. . . 

For, these are naturally people with a special 
urge to read news and information about new 
things and new ways of living. Naturally leaders 
—enthusiastic to be among the first to get the new 
things and try the new ways... 


A PRIMARY BUYING MARKET—of extraordinary 
influence. A natural for advertisers with new prod- 
ucts to sell, new stories to tell. 

* * * 


Four-color advertising forms close the 15th of 3rd. 


month preceding date of issue. All other forms close 
lst of 2nd month preceding. Print order, 500,000; cir- 
culation guarantee, 250,000. Twenty-five cents. For 
further details, address SCIENCE ILLUSTRATED, 330 
West 42nd Street, New York 18, N. Y. Or phone your 
nearest McGraw-Hill office. 


Science 


ILLUSTRATED 


A McGRAW-HILL PUBLICATION 


EWEST 


Mdndiitvall. ulin ccctca ata dell dot bok 
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Advertising Age, May 27, 1946 


Appoints Lewis 

George Lewis, head of Radio 
Relations Institute, and formerly 
with Station WHN, New York, and 
Mutual Broadcasting System, has 
been named promotion director of 
Magazine Weekly, New York, ef- 
fective June 1. 


Reopens Agency 

Malcolm Advertising Agency, 
which had suspended operations 
during the war, has reopened its 
offices at 127 University Pl., New 
York 3. 


Sen. Mead Sees 
No Changes Soon 


in 3rd Class Rates 


New York, May 22.—Despite a 
$25,000,000 loss on third-class ‘mail 
matter for the year ended June 30, 
1944, and continuing losses on this 
classification since, Sen. James M. 
Mead of New York told the annual 
luncheon of the Mail Advertising 
Service Association of New York 


last week that “it is not likely 
that there will be any changes 
recommended” in rates on this 
group in the near future. 

Senator Mead pointed out that 
“third-class matter is an impor- 
tant factor in creating a demand 
for merchandise, services and 
otherwise promoting business in 
general, which means more jobs. 
At the same time such matter 
also creates a substantial quality 
of mail of the first and fourth 
classes.” 

The date when the rate on first 


class mail for local delivery will 
be restored to two cents an ounce 
has not been determined, he said, 
although this was expected to be 
effective within six months after 
the end of the war. A bill author- 
izing this “has been held in abey- 
ance because there has been a 
decided falling off in postal reve- 
nues during recent months.” 


‘Descriptive Naming’ 


Instead of mail being designated 
as first, second, third or fourth 
class, Senator Mead urged “de- 


SCIENCE | 
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scriptive naming” for the different 
groups—such as “catalog mail’ for 
the present third class. 


Gets Custombilt Pipes 


Eugene J. Rich, Inc., New York, 
exclusive distributor for Custom- 
bilt pipes and Custom-Mix tobacco, 
has appointed the Willard B. Golo- 
vin Corporation, New York, to 
handle forthcoming advertising in 
newspapers through dealer coop- 
eration, national consumer maga- 
zines, business publications, dealer 
displays and direct mail. 


Dorsey Joins Hudnut 


Leslie S. Dorsey, formerly dis- 
play director for Oppenheim-Col- 
lins and De Pinna, both of New 
| York, has joined the Hudnut Sales 
|Company, New York, as display 
| Manager. 


‘|BUFFALO BROADCASTING 
; CORPORATION 4 


RAND BUILDING, BUPFALO, N.Y. - 
_ | National Representatives: rae & Petar, Inc.| 
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“We Need You’ 
Clothing Worker 
Ads Tell Vets 


Atlantic City, N. J., May 21.—To 
Many a heartsick, disabled veteran 
who felt that there was no place 
for him in postwar business came 
new hope when the South Jersey 
Joint Board of Amalgamated 
Clothing Workers of America in a 
half-page ad in seven newspapers 
asked specifically for disabled men 


‘as clothing workers. 
| No altruistic gesture, the Cloth- 
ing Workers Union declared in the 
‘copy that the disabled veterans 
are needed in the Jersey area. 
There are places, the ad said, for 
men -who had suffered amputa- 
tions, paralysis and deafness. 
Included in the copy prepared 
by Abner J. Gelula & Associates, 
Philadelphia, was an explanation 
of benefits available to handi- 
capped ex-servicemen, and pay 
scale, vacation and insurance in- 
formation. 


Fairchild Offers Air Tips 


Fairchild Publications, New 
York, has instituted a new edi- 
torial service, covering news and 
ideas on retail selling by radio 
and television, in three of its pub- 
lications — Women’s Wear Daily, 
Retailing Home Furnishings and 
Men’s Wear Magazine. 


Magazine Hikes Rates 

Effective with the May, 1946, 
issue, Construction Methods, New 
York, has increased its basic page 
rate from $335 to $475. 


Ansco Appoints Monson 


Harry Monson, formerly Chi- 
cago district manager of the Ansco 
division of General Aniline & Film 
Corporation, has been named spe- 
cial adviser on trade relations in 
the Chicago area. Harold A. Ed- 
lund succeeds Mr. Monson. 


Elects Lebor Treasurer 


John F. Lebor, secretary and 
treasurer of the York Corporation, 
York, Pa., has been elected treas- 
urer of Federated Department 
Stores, New York. 
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MOTH-DED ’ 


Quick KILLING POWER 
Longer LASTING PROTECTION 


MOTH-DED is one of those amazing spraying, but continues its effective 
t-war products you've been action for months to come because of 
not only destroys mothe the invisible crystals of D. D.T. which 


at time of remain after spraying. 


Pesoesaperh WEATHER WARNING— Mosh damage in- 
the comms of worm weather, 


otfective—at 
less than Ys the usual cost 


Here—at last— wishin the reach of exwry 


cof mothe and moth larvae! MOTH-DED 


Mew ORE, HY. 


STYLE—Fashion-type ads for Moth- 
Ded, product of Boyle-Midway, are 
appearing in a test campaign in Pitts- 
burgh newspapers. Quarter-page ads 
are being used for a 10-week period 
through W. Earl Bothwell Advertising 
Agency, Pittsburgh. 


Coal Mines to 
Buy $250,000,000 
Equipment Yearly 


New York, May 22.—Current ef- 
forts of the United Mine Workers 
of America to extract more money 
from the industry may have been 
stimulated, in part, by a recent 
postwar equipment survey in coal 
mining by Coal Age, a McGraw- 
Hill publication, which showed, 
among other things, that “the fi- 
nancial position of coal companies 
is greatly improved.” 

The replies, representing 23% 
of the 1944 coal production of 
681,455,000 tons, also showed that: 

“1, Coal mines will be required 
to buy $250 to $300 million of ma- 
chinery, equipment, supplies and 
repair parts each year to improve 
efficiency. 

“2. More preparation plants 
must be built to improve quality 
of coal. 

“3. Obsolete mining equipment 
must be replaced. 

“4. Underground mechanized 
mining must expand. 


“5. Strip mining is firmly 
established on the largest scale in 
history. 

“6. Coal markets are expand- 
ing.” 

KFEQ Joins Mutual 


Station KFEQ, St. Joseph, Mo., 
clear-channel 5,000 - watt station 
operating at 680 kilocycles, has 
joined the Mutual Broadcasting 
System, increasing the network’s 
total number of affiliates to 304. 
The station is owned by KFEQ, 
Inc., and managed by Barton Pitts, 


president. 


Unsurpassed 0 ba 
Quality at any Price 


‘Glossy 


Pc 6 EACH in 100 Lots 
5¢ EA. in 1000 Lots 


s 
POST CARDS or 4x3" 30°x 40° 53.85 EA. 
2+ Ea. in 1000 Lots | 20°x30" $2.50 EA. 


F We Photograph Any Product Effectively For as Low As '54 
bis “‘THE PHOTOGRAPHER'S PHOTOGRAPHER ”’ By 


Coprber party aee 


oagrapherr BRyant 9-1723 


“WE Tas WHAT WE ADVERTISE ' 
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Almost every copy of every magazine — over 98% — distributed by 
Fawcett Distributing Corporation is carefully supervised by our scien- 
tifically placed field force. In wholesale and galley agencies, 125 F.D.C. 
employees serve the interests of Fawcett distributed magazines. City 
Sales Managers in the largest cities control the distribution of 73% of 


Fawcett distributed magazines. 


This supervision of distribution as well as sales promotion of Fawcett 
distributed magazines are only two of the many functions of the 
Fawcett Distributing Corporation Field Force. But they help to explain 
why Fawcett is the largest independent magazine distributor in the 
U.S.A. Find out how Fawcett can help you boost newsstand sales 


and cut down returns. 


Write or call Roscoe K. Fawcett, Fawcett Distributing Corporation, Greenwich, Connecticut. 
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Printing Industry 
Survey to Reveal 
Future Prospects 


Washington, May 22.—Printing 
and publishing industry officials 
and the Census Bureau are uniting 
early next month on a “one-shot” 
survey of 50,000 printing estab- 
lishments to learn, among other 
things, where idle equipment, if 
any, is located. 

Planned largely at the sugges- 
tion of trade officials, the nation- 
wide study will be conducted by 
the Census Bureau, which will also 
tabulate the data to show machin- 
ery on hand, and paper consump- 
tion by national, state, county and 
large city totals. 

Forms for the study will go out 
about June 1, Census believes, 
now that final clearance has been 
obtained from the half dozen in- 
dustry groups collaborating with 
the government in collecting the 
data. 


May Indicate Trend 


Probably the most extensive 
study ever made of the graphic 
arts industry, it is expected to 
show, in addition to the present 
state of affairs, some indication of 
future business prospects for 
printers. 

Despite these broad purposes, 
Census believes that there will be 
only about a half dozen questions 
which publishers will be expected 
to answer, and that these answers 
will be readily available, so that 
most publishers will require less 
than 20 minutes to do their part. 

Accompanying each form, as the 
survey goes out to the 50,000 print- 
ers currently on the Census Bu- 
reau list, will be an instruction 
sheet which should highlight the 
questions a publisher will need to 
answer, Census explains. 

By using this instruction sheet, 
the publisher will be able to ignore 
completely other, more compli- 
cated questions, which will be di- 
rected at printers. 


Industry Supports Study 


Census officials concede that the 
task will not be so simple for 
printers, but they point out that 
the results from the point of view 
of the printing industry will more 
than compensate for the extra ef- 
fort. Indicating its agreement, the 


Bank Clearings 
Show Increase 
Of $57,567,000 


For the first quarter of the year 
bank clearings in Winston-Salem 
were $254,468,000 as against 
$196,901,000 in the same period 
during 1945. — 


According to the Federal Re- 
serve report Winston-Salem ran 
ahead of the national average of 
7 per cent and ahead of New 
York and other centers. 


Here's just another statistic that 
keeps telling the Winston-Salem 
story of growth . . . and more 
growth. 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 


Nationa! Representatives: 


KELLY-SMITH COMPANY 


Printing Industry of America is 
telling its membership to cooper- 
ate to the full, in filling out and 
returning the forms. 

When the information is tabu- 
lated, Census will be in a position 
to report on the consumption of 
paper by types of consumer, the 
amount of idle printing machinery, 
the percentage of printing busi- 
ness which has been placed by the 
federal, state, county and local 
government, and the percentages 
created by various types of com- 
mercial printing. | 

Based on the year 1945, the tab- 
ulations, when they begin drib- 
bling out this August, are ex- 
pected to give the publishing in- 
dustry a full picture of the per- 
centage of press capacity tied up 
in government work, and the ac- 
tual communities where this work 
is under way. 

Supported by NPA, the Ameri- 
can Book Publishers Council and 
ANPA, in addition to the Printing 


Industry of America, the survey 
will help trade groups bring about 
a more equitable distribution of 
paper, and bring idle equipment 
into full operation, it is believed. 


Power Joins Ward Co. 


J. W. Power, previously an in- 
dependent publishers’ representa- 
tive in Chicago, and onetime pub- 
lisher of Pottery, Glass, Lamp & 
Home Furnishings Guide, has 
joined James A. Ward Company, 
Chicago, publishers’ representative, 
as salesman. 


Libby Posts 1,100 
Prizes on Air Show 


Libby, McNeill & Libby, maker 
of “Libby’s 100 Famous Food 
Products,” is offering 1,100 prizes, 
including automobiles and nylon 
hosiery, to winners of a contest 
being conducted from May 20 
through June 16 for listeners to 
the Libby “My True Story” radio 
program on ABC (Monday through 


STUFFERS — The campaign of Waxed 


Paper Institute, Chicago, includes a 
series of envelope enclosures printed in 
pastel colors on white opaque waxed 
paper stock. The designs remind cus- 
tomers and prospects of the important 
qualities of the product. 


Friday, 10-10:25 a.m., EDT). 

Contestants must write 150 words 
or less on “I Like My True Story 
Because . . .” First prize will be a 
Lincoln automobile, second a Mer- 
cury, third a Ford. The account is 
handled by J. Walter Thompson 
Company, Chicago. 
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USES Asks Support 
from Advertising Field 


Through its 1,700 local offices, 
United States Employment Serv- 
ice has launched a job develop- 
ment campaign designed to en- 
courage advertising executives, 
among other business men, to list 
available jobs with the USES, 
which has on record applications 
from more than half of all dis- 
charged servicemen and women. 

USES is urging the advertising 
industry to assist veterans anxious 
and qualified to enter that field by 
working through trade associations 
in establishing bona fide on-the- 
job training programs, as well as 
by channeling personnel orders 
through the service. 


Erjavec Appointed 

Frank S. Erjavec, with Northern 
Drug Company, Duluth, Minn., 
drug wholesaler, for 22 years, has 
been appointed manager and di- 
rector of sales of the drug depart- 
ment. 


Philadelphian as Penn, Strawbridge & 
Clothier for 78 years has made a quantity business 
of quality . . . comes close to the top in town 
for volume. Fashion famous, even the basement 
is in the “better”? bracket, considered upper 
crust. And the good name goes far! Stock story 
concerns a local lady who thought everything 
.. got new 
blankets free when a ten year old pair wore! 
Long-trained to tradition-customed wants and . 
wonts, Strawbridge & Clothier bought over 
880,000 lines last year in its first buy—The 
Inquirer, paper of first buyers in Philadelphia _ 


Strawbridge sold lasted forever . 


on both sides of the counter. 
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Newcomer in 193 7, Bond’s bedecks 


people-on-the-way-up, 


young yearners still average earners. . . 
customers who count! Part of a 
nationally known chain, the Philadelphia 
store location on Chestnut Street 
seemed to outsiders to be too high-rent 
for around $40 suit sales. But good 
, location, plus good values, plus good 
advertising in The Inquirer vaulted 
Bond’s volume . . 
61,000 Inquirer lines last year .. . 
represented most linage of any men’s 
clothing advertiser in any Philadelphia 
paper—and apparently more results! 


. Bond’s more than 
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Talking Displays 
Built for Use 


in Supermarkets 


New York, May 23.—If you start 
hearing sales talks when you 
reach for a can on some supermar- 
ket display shelf, don’t worry. It’s 
probably just the Ad-vox Mer- 
chandiser being marketed by Elec- 
tronic Advertising. 

Basically, the Merchandiser con- 
sists of a recorder, which switches 
on the sales talk when the cus- 
tomer breaks an electric beam be- 
tween two electric eyes. 

The device is the brainchild of 
Stanley L. Musselman, formerly 
with William A. Schautz, Inc. The 
address of Electronic Advertising 
is the same as the Schautz agency, 
247 Park Ave., and the telephone 
is the same. Mr. Musselman is 
president of Electronic Advertis- 


ing, and its national sales director 
is J. Franklin Dorsey, former di- 
rector of baking industry activities 
for Milprint, Inc. 

Supermarkets and other self 
service stores are expected to be 
primary customers for the device, 
which in theory will feature prod- 
ucts on display in dulcet tones, 
and will remind the customers of 
the day’s specials, as well as wel- 
coming them to the store. Costs 
are expected to vary with the dis- 
play, since for the time being all 
will be custom-built. 


Small Ads’ Worth Cited 


The Bureau of Advertising, 
ANPA, has printed a 32-page 
booklet, “Do People Read Small 
Ads?”, to demonstrate that “an 
amazingly large percentage” of 
people read well-prepared small 
ads in newspapers. The booklet 
reproduces 26 newspaper ads, all 
under 250°lines in size, that scored 
high readership in the Continuing 


Study of Newspaper Reading con- 
ducted by the Advertising Re- 
search Foundation. 


Start Aviation Ad Column 


On learning that Minnesota has 
more than 5,000 pilots, 439 pri- 
vately owned planes and 120 flying 
fields, the Minneapolis Star Jour- 
nal and Tribune have inaugurated 
an aviation classification in their 
classified columns. Display copy, 
news announcements and radio 
time are being used to promote 
use of the new classification. 


Davis Joins WEAF 


Bob Davis, trade news editor of 
NBC for the past year, has re- 
signed to become publicity director 
of Station WEAF, New York. Mr. 
Davis will head up all divisions 
of the station’s press department, 
an innovation in WEAF’s setup. 
His successor at NBC is Josef C. 
Dine, former member of Tide’s 
editorial staff. 


he 


Meds-Slender 
Bows in Summer 
Magazine Copy 


Milltown, N. J., May 24.—Per- 
sonal Products Corporation will 
introduce in full-page copy in the 
July 15 issue of Life a “slender” 
edition of Meds tampon. Ship- 
ments are now being made on this 
item which drug stores, syndicate 
stores and department stores will 
have for summer: selling. Pages 
in August issues of Ladies’ Home 
Journal, Motion Picture, Movie 
Story and True Confessions, and 
large-space ads in 22 other 
women’s service, confession and 
fan type publications, will also 
feature the new product. 

Captioned “New Freedom! New 
Comfort! New ease-of-use in these 
new and different Meds-Slender,’’ 
copy will report that the new edi- 


Some media are medium . .. in their market. 


Some succeed with the charge customers. Some bring in crowds for bargains 


. Not many make good for every grade of merchant selling every grade of 


goods to every grade of customers... Among the “not many” include as a 


conspicuous instance The Inquirer in Philadelphia. 


Widely read as a good newspaper, widely respected as reliable... 


The Inquirer interests the intelligent people in every group. Since smart 


people are more appreciative of good advertising, good reputation, good 


values, Inquirer advertisers get more resultful response. And The Inquirer’s 


more than 575,000 circulation represents the best prospects, as well as 


the highest potential in its market. 


i 


Ten years of Media Records tell a lot about The Inquirer. . . if 


you can’t spend ten minutes with a progressive Philadelphia retailer! Or 


take time out and try both! 


Che Philadelphia Anguirer 


NATIONAL ADVERTISING REPRESENTATIVES: 
Osborn, Scolaro, Meeker & Co., New York, Detroit, Chicago, Philadelphia 
Keene Fitzpatrick, San Francisco 
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“Teach your dollars more cents,” is 
the Baltimore Markets caution to customers 


promotion as well.. 


most local media. . 


65,000 lines . . 
put together... 


who knows his groceries! 


. a principle the proprietors apply to sales 

. Catering to cash and 
carry consumers who must make food money 
go further, Baltimore Markets coupon-tested 
. found the Inquirer 
outpulled other papers. Result: Baltimore 
became first food advertiser in Philadelphia 
to use Sunday space for Monday marketers ... 
last year gave The Inquirer more than 

. more than all other papers 
One advertiser, obviously, 


tion was designed because “so 
many women requested it.” The 
slender tampon will combine all 
the features—‘“internal ‘safety- 
well’ protection, absorbency, ap- 
plicators” etc.—of Meds-De Luxe, 
designed for super absorbency. 
Federal Advertising Agency, New 
York, handles Meds advertising. 

Paralleling space advertising 


NEW FREEDOM! 

NEW COMFORT! 
| New tal-0f We, iM 
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Meds-suenoer + 
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will be an extensive promotion 
program, including a “new busi- 
ness” deal whereby retailers buy- 
ing 24 boxes of Meds-De Luxe and 
12 boxes of Meds-Slender, will 
receive an additional six boxes of 
Meds-Slender. Accompanying this 
will be a new self-service con- 
tainer built to hold both types of 
packages. 


Buffalo Ad Women Elect 


Esther Levis, advertising man- 
ager of Harvey & Carey Drug 
Stores, has been elected president 
of the Buffalo League of Advertis- 
ing Women. 


Clement Joins Knabb 


George H. Clement, formerly 
with the Times-Union, Rochester, 
N. Y., has joined Jack Knabb Ad- 
vertising Company, Rochester, as 
an account executive. 


in the 
NEW BEDFORD 
MARKET—— 


BECAUSE — 


You really get two markets in 
ONE, Greater New Bedford 
and all its suburban areas and 
Cape Cod and the Islands, a 
market that extends into 5 coun- 
ties and in whose trading terri- 
tory reside over 213,000 resi- 
dents. 


ONE NEWSPAPER 


either daily or Sunday gives 


you complete coverage. 


CIRCULATION 
 PPPPPSPTCTTT YT 
Sunday ...........43,635 


Rep. by Gilman, Nicoll 8 Ruthman 
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No Let-Up Likely in U. S. 
Anti-Monopoly Drive 

Washington, May 23.—Contrary 
to the opinion of some of the 
young lawyers who have left gov- 
ernment for private practice, there 
has been no apparent let-up in 
anti-trust law enforcement under 
Atty. Gen. Tom Clark. 

In fact, anti-trust chief Wendell 
Berge is promising that economic 
studies and investigations now in 
progress will lead within a year 
to numerous additional actions 
“involving raw materials, com- 
modities and services affecting the 


By STANLEY E. COHEN, Washington Edit 


health and welfare of the com- 
munity, communications, public 
utility corporations, housing and 
construction and other industries.” 

Mr. Berge is particularly ex- 
cited about monopolistic trading 
restrictions on building materials, 
which he considers more damag- 
ing to the housing program than 
building codes or labor’s feather 
bedding rules. 

Justice has also continued its 
drive against misuse of patents in 
the glass and container industry, 
with civil actions to prevent 
Owens-Illinois Glass Company and 
White Cap Company from com- 


pelling packers using patented caps 
and containers to buy non-pat- 
ented machinery and caps from 
them. 

* * * 


To make sure that there is no 
implication of a compulsory, sci- 
entifically calculated government 
“standard” or “seal of approval,’ 
President Truman is transferring 
simplified trade practices and com- 
mercial standards work from the 
National Bureau of Standards to the 
Bureau of Foreign and Domestic 
Commerce. In moving this work 
from the agency where it has 
rested since World War I, the 
President observes that it will now 
be on the same footing as Com- 
merce’s marketing, management 
and statistical services. 

* * * 


The government reorganization 
plan also calls for transfer of the 
vital statistics function of the 


Census Bureau to the Federal Se- 


curity Agency, soon to achieve 
cabinet rank. As the big user of 
this information within govern- 
ment, the president points out, 
FSA for years has made sizable 
cash grants to assist in collecting 
the data.- 
* * * 

Estimating that $100,000,000 per 
year is donated voluntarily to 
“propaganda organizations,’ the 
House committee on un-American 
affairs suggests that Congress 
tighten the tax exemption on in- 
dividual and corporative gifts. 
With International Latex Corpora- 
tion advertising in mind, the com- 
mittee says it does not want to 
interfere with the right to publish 
political opinions “but publica- 
tion at the expense of all the tax- 
payers of this country is certainly 
improper and unjust.” 

ok ae 


Magazine and newspaper pub- 
lishers were to meet with the Post 


~ 


“pont look now 

put! think your 
network is 
showing.” 
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HUCKSTER: An advertising man with a station wagon instead of a pushcart. 


You, too, can own a copy of THE HUCKSTERS. $2.50 at bookstores. Rinehart & Company, Publishers 
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Advertising Age, May 27, 1946 


Office Department, presumably on 
higher second class mail rates, but 
the meetings were postponed be- 
cause of railroad troubles. Now 
that the House has voted to chip 
three cents off the profitable eight 
cent airmail rate, Post Office is 
looking for other means of avoid- 
ing a deficit, and publishers feel 
conspicuously “it.” 
* * * 

Quarrel over NAM’s anti-OPA 
ads struck a surprising note with 
Rep. Donald O’Toole (D., N. Y.) 
wondering where the money came 
from, Asserting hundreds of mats, 
cartoons and editorials had been 
sent to every rural and city news- 
paper “to bias public opinion,” he 
said “it is strongly rumored that 
in the case of many of the small 
town journals the prices paid were 
several times that of the usual 
rate.” He did not say where it 
was rumored. 

* of * 

It is a good bet now that Chester 
Bowles will pull out of govern- 
ment in August to run for the 
Senate from Connecticut. He feels 
he could retire gracefully if fac- 
tory wheels are turning this sum- 
mer. .. One wit, seeing the new 
postage stamp picturing the vet- 
eran’s discharge emblem, wonders 
whether the Post Office Depart- 
ment has checked copyright No. 
58063 Class K which Larry Mick- 
elson of Portland, Ore., is waving 
at advertisers. 

* ar * 

Trademark reformers say it is 
“now or never,’ for Rep. Fritz 
Lanham, the Texan who has fought 
for new trademark laws for nine 
years, will retire this year after 
nearly 25 years in Congress. Since 
trademark and patent laws “have 
little sex appeal” there are very 
few candidates for Lanham’s lead- 
ership in this field. 


Hatters Plan $250,000 
Union Label Drive 


The United Hatters, Cap and 
Millinery Workers International 
Union, AFL, has _ appropriated 
$250,000 for a union label drive to 
be launched this fall in an eastern 
city not yet determined. The 
campaign, which will seek to con- 
vince consumers of the advantages 
of purchasing hats and caps made 
by union craftsmen, will be car- 
ried first to union members and 
later to the general public. 

David Scheyer, recently an 
Army captain, will head the drive. 
In addition to showing a sound 
slide film dramatizing the history 
of the union, labor press advertis- 
ing, and ads in Daily News Record, 
Hat Life and Men’s Wear, the 
union is considering a transcribed 
radio program and a minute movie 
to be distributed through General 
Screen Advertising, New York, to 
theaters throughout the country. 
Dealer tie-ins will also be used. 


Opens Direct Mail Firm 

Paul J. Barter, for seven years 
with Badger & Browning, Boston, 
has become co-partner in the 
newly formed Middlesex Business 
Service, Melrose, Mass., specializ- 
ing in addressing, direct mailing 
and mimeographing. 


Names Distributor 


The Fawcett Distributing Corpo- 
ration, New York, will distribute 
the forthcoming 50-cent U. S. 
Camera publication, Travel & 
Camera, first issue of which will 
appear on newsstands next month. 


BONDED SPECIAL 
DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 


DEADLINES A SPECIALTY! 


Copy, advertising material, printed mat- 
ter, manuscripts, releases and transcrip- 


tions . . . DELIVERED ON TIME! 
—(ipg  CANNONBALL 


i> Messenger & Truck Service 
12 N. Wells St., Chicago 
PHONE DEL. 1234 
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That is true talk, Mr. Frye. 
POPULAR SCIENCE Monthly 
is heartily in accord with you, 
but would broaden the base cf 
your assertion. 


The editors of this magazine know, 
through constant personal contact with 
men of science and machines, that a// sci- 
ence and a// industry are seeking to make 
this a peaceful world for everybody —as 
well as a better one. 


This requires the application of scientific 
discoveries and industrial developments to 
the practical, everyday uses of life and liv- 
ing. It calls for full use of all the techni- 


HE LIKES BOOKS 


HE LIKES PEOPLE 


. reads magazines about’ reads books, book re- 


people. views, the literary maga- 


Monthly. 


HE LIKES MACHINES 
has a knack for mechan- 
ics and mathematics. 
zines. Reads Popular Science 


cal skill and trained craftsmanship that 
America possesses. 


POPULAR SCIENCE Monthly is a com- 
mon bond between the top “know-how” 
men of industry and those who are on the 
way up. All have that “spark” which makes 
them pacemakers of the world’s future. 


For POPULAR SCIENCE Monthly is 
edited and published for men who want to 
know how things are made, what they are 
made of, what makes them work; men who 
are deeply interested in discoveries and 
developments which are bringing to every- 
one, new and better motorcars, airplanes, 
rail transportation, radios, improved com- 


NEW YORK ° 


LOS ANGELES 


he road to Peace 
is in the air’ 


=—says Jack Frye 


President of TWA 


Jack Frye, dynamic President of the Trans World Airline, in the 
TWA plane that recently made a record-breaking flight from 
coast to coast in 7 hours, 27 minutes and 48 seconds. Jack Frye 
says, ‘‘We look on the inauguration of TWA’s services to Paris, 
Rome and Cairo as another busy shuttle helping to weave the 
fabric of world understanding, world advancement, world peace, 
We believe that the road to peace is in the air.” 


munications and a thousand and one 
other products and services that set the 
real standard of living in America. 


* * * 

The scientifically inquisitive, industrially 
alert men who read POPULAR SCIENCE 
Monthly are an intensive and growing 
market for advertisers who have something 
to tell, and something to sell. These are the 
men most competent to recognize and — 
weigh tangible values; the men to whom 
others look for opinions and advice about 
important purchases. 


So we say, “Tell it first to the man who 
wants to know” through the magazine 
you know he reads from cover to cover. 


—— NCE 


THE NEWS-PICTURE MAGAZINE 
OF SCIENCE AND INDUSTRY 


CHICAGO "1 


CLEVELAND ° DETROIT 


° SAN FRANCISCO 
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MAB Inaugurates 
Advertising ‘Case 
History’ Bulletins 


New York, May 23.—The Maga- 
zine Advertising Bureau this week 
took a leaf from the book of the 
ANPA Bureau of Advertising and 
began distributing to 1,500 agency 
executives a series of bulletins on 
“magazine advertising expe- 
riences” recounting the advertis- 
ing histories of companies with 
special emphasis on their use of 
magazines. Periodical Publishers 
Association issued a series of simi- 
lar bulletins between 1932 and 
1938, but these were discontinued. 

MAB’s series, as evidenced by 
its first three bulletins out this 
week—the histories of the Bon 
Ami Company, Hamilton Watch 
Company and American Gas As- 
sociation—points out the part 
Magazine advertising has played 
in the program of each company 
without many references to com- 
petitive media. MAB plans to 
publish eight or ten of these bulle- 
tins monthly and will cover, 
among others, Squibb, Pequot, 
Knox gelatine, Western Electric, 
Royal typewriter, Jantzen, Oneida 
Community, Simmons, Del Monte, 
Iron Fireman, Vitalis, Alcoa and 
A-1 sauce histories. 


Bought for $5,000 


Bon Ami’s advertising expe- 
rience begins with the purchase of 
an interest in a small soap com- 
pany by William Hamlin Childs in 
the 1890s. One of this company’s 
products was Bon Ami, which had 
made little sales progress up to 
that time. In 1896 Mr. Childs and 
his uncle purchased Bon Ami— 
formula, trademark and good will 
—for $5,000. In 1920 they refused 
an offer of $3,000,000 for the trade- 
mark. 

‘The company began with maga- 
zine advertising coupled with 
sampling in 1903, and discontinued 
sampling in 1916 because the cost 
became prohibitive. Throughout 
its history it has not relied heavily 
on salesmen, but has depended on 
consumer demand to bring in 
orders. Distribution -is mostly 
through grocery stores, 95% of 
which carry the product. MAB 
says that “while newspapers have 
been used occasionally for special 
objectives, 85% to 90% of all the 
company’s consumer advertising 
has been in magazines.” 

MAB’s history of the Hamilton 
Watch Company stresses the fact 
that the company, which began 
with the manufacture of railroad 
watches in 1874 and adopted its 
present name and trademark in 
1892, kept its name alive through- 
out the war by advertising in 
magazines. During the war its 
expenditures were stepped up to 
$250,000. 

The American Gas Association’s 
campaign has completed nine 
years of its domestic program with 
an expenditure of $4,000,000 to 


i 


ss and the favorable propagation 
characteristics of WFDF Flint should 
occasion no surprise.” 


promote the domestic use of gas. 
In its tenth year campaign, now 
running, AGA is spending $872,- 
000 on the “Gas—the wonder 
flame that cools as well as heats” 
theme. About 75% of the 1945-46 
appropriation goes to magazines, 
MAB reports. 


Norwich Granted Permit 


Norwich Broadcasting Company, 
Norwich, Conn., has been granted 
a permit by the FCC for a new 
station in Norwich, operating on 
1400 kc, 250 watts, unlimited time. 


Dillon Joins White Rock 


Louis C. Dillon, formerly with 
Pepsi-Cola Company, Long Island 
City, N. Y., and previously with 
the Orange-Crush Company, Chi- 
cago, has joined White Rock Cor- 
poration, New York, as assistant to 
executive vice-president. 


Whitbeck Heads Ad Club 


Gordon Whitbeck, National Mfg. 
Corporation, Tonawanda, N. Y., 
has been elected president of the 
Niagara Frontier Industrial Ad- 
vertisers Association. 


W. Coast Lumber 
Group to Launch 


National Drive 


Portland, Ore., May 22.—Spon- 
sored by more than 100 firms as- 
sociated with the West Coast lum- 
ber industry, a campaign to fa- 
miliarize the public with West 
Coast lumber supply facilities will 
begin with a full page in the June 
8 Saturday Evening Post and will 
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continue in full and half pages 
through November. 

It will appear over the signature 
of West Coast Woods, Portland, 
newly formed lumber industry 
group headed by Dean Johnson, 
former president of the West Coast 
Lumbermen’s Association. 

Promoting the use of West 
Coast timber in the postwar mar- 
ket, the copy points out that there 
is enough timber ready for har- 
vest to rebuild every house in 
America, and assures the public 
that America has’ a permanent 
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lumber supply. ' 

In addition to the national copy, 
about 20,000 lumber dealers will 
receive copies of the first edition 
of “West Coast Woods,” the group’s 
publication. Free ad mats in one, 
two and three-column sizes are 
also available to dealers for inser- 
tion in local papers. 


Joins Columbia Pix 
Sidney Schaefer has resigned as 

director of media with Buchanan 

& Co., New York, to become direc- 


tor of media and printed:advertis- 
ing at Columbia Pictures Corpora- 
tion, in New York, effective June 
17. He succeeds Sidney G. Alex- 
ander, who has been appointed 
eastern director of publicity and 
advertising for David O. Selznick. 


Goodrich Promotes Smith 
Emory F. Smith, with B. F. 

Goodrich Company since 1935, has 

been named sales manager for 

Koroseal and other plastics mer- 

chandised by the International 

fi F. Goodrich Company, Akron, 
io. 


License Renewals 
Issued to More 
Than 70 Stations 


Washington, May 22.—FCC to- 
day issued license renewals for 
about a fourth of the stations 
queried under the March 7 “Blue 
Book” policy, but accompanied its 
renewals with a warning that it 
would crack down on any station 
that shows “extreme disregard of 


public service responsibilities.” 

In announcing approval of re- 
newals for more than 70 of the 
300 stations that were caught in 


the “Blue Book” dragnet, the 
commission said all licensees 
should “review their program 


structure in the light of the act 
and the report.” 

When the “Blue Book” on 
broadcaster “responsibilities” was 
issued in March, FCC asked the 
stations to submit program loss to 
show the character of their pro- 
gram structure during a composite 
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I; the mighty Casey had struck out in Cleveland instead of 


Mudville—Tom Manning would have covered it. Cleveland 


is Tom’s own special bailiwick, and to northern Ohio listeners 


his voice is as well-known as the letters W-T-A-M. 


As WTAM’s Director of Special Events, Tom Manning brings 


. at the mike. 


these fans yours? 


50,000 WATTS 
Represented by NBC SPOT SALES — 


Me CORE UE OL IEEE VEE 


to the microphone a constant procession of sporting events, 
interesting personalities and unusual happenings. From the 


~ 1932 World Series to this year’s National Open—it’s Manning 


Exciting coverage of special events is only one phase ot 
WTAWM’s service to the Cleveland area. Top-flight local fea- 
tures plus the NBC Parade of Stars have made thousands of 
radio listeners into responsive WTAM fans. Why not make 


72 


31 


week of 1945. 

In granting these renewals, FCC 
said it should not be assumed that 
in all cases “the program struc- 
tures are in keeping with the over- 
all public service responsibilities 
enunciated by the commission 
from time to time and recapitu- 
lated in the March 7, 1946, re- 
port.” 

Since the logs were prepared 
before the recapitulation was is- 
sued, FCC said, it was making the 
renewals, with the expectation 
that there would be improvements 
in the future. 


Smith Joins Manternach 

Francis L. Smith, formerly co- 
ordinator of publicity and house 
organ editor of Scovill Mfg. Com- 
pany, Waterbury, Conn., has joined 
Manternach, Inc., Hartford agency, 
as account executive. 


Gilchrest-Spriggs Formed 

Charles J. Gilchrest and Mar-" 
jorie L. Spriggs have formed Gil- . 
chrest-Spriggs & Co., Boston, to 
offer industrial and public rela- 
tions service. 


combination 


370,000 
CIRCULATION 


(100,000 home delivered) 


4th largest city-zone 
audience in New York 


You open a new main line to vol- 
ume and profit when you work the 
New York Post and Home News 
combination. You send your story 
to 370,000 ample-budget families 
—to 27%, of them by way of 
Home News unique-in-New York 
home delivery. On high-visibility 
‘tabloid pages, you sell the fourth 
largest city-zone newspaper audi- 
ence in America’s No. | market. 


Mary McClung, Adv. Dir. 


New York Post 


Dorothy S. Thackrey 
T. O. Thackrey 


Publisher 
Editor & Gen’l Manager 


THE HOME NEWS 


one MANHATTAN 


Stanley Syman, Adv. Dir. 


Nationally represented by 


THEODORO ADVERTISING SERVICE 
75 West St., N.Y.C. 6, Edward C. Kennetly, 
Gen’! Mor. 
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Video Service 
Okayed for 15 
Cities, FCC Says 


Washington, May 23.—Applica- 
tions now on file would provide 
commercial television service to 48 
communities, FCC said today in 
reporting that service has already 
been authorized for 15 cities. 

While FCC gave no inkling 
when “authorizations” would ma- 
terialize in actual broadcasts, it 
demonstrated in announcing nine 
grants that delays would not be 
charged up to government red 
tape. 

Previous to today’s actions, FCC 
had authorized 3 commercial sta- 
tions in New York, 1 in Phila- 
delphia, 4 in Washington, 1 in 
Schenectady, 3 in Chicago and 2 
in Detroit. 

In its greatest television action 
to date, the commission set wheels 
turning for stations in Worcester, 
Mass., Waltham, Mass., Providence, 
R. I., Cleveland, St. Paul, Rich- 


mond, Va., Salt Lake City, Port- 
land, Ore., and Baltimore. 

Of the remaining 79 applications 
on file, FCC said, 46 are suffi- 
ciently non-conflicting so that they 
can be processed without public 
hearings if review of the applica- 
tions shows that they meet tech- 
nical and financial standards. 


Would Add 27 Cities 


Grant of these 46 applications 
would bring service to 27 addi- 
tional cities, FCC said, leaving 
FCC only six cities where hearings 
must be held before grants are 
made. 

Only six remain because previ- 
ously scheduled hearings in Pitts- 
burgh, Cleveland and Baltimore 
may be unnecessary as there are 
no longer more applicants than 
channels in these communities. 

First of the six sets of hearings 
got under way Monday, when 
eight applicants appeared to argue 
for Los Angeles’ 7 channels. Also 
scheduled are hearings for New 
York June 3 with eight compet- 
ing for 4 channels; Philadelphia 
June 17 with six applicants for 3 


channels and San Francisco July 
15 with seven applicants and 6 
channels. There are also two ap- 
plicants each for the single chan- 
nels at Lancaster, Pa., and Toledo. 


Service Granted 


Grants last week went to the 
Telegram, Worcester, Mass.; the 
Oregonian Publishing Company, 
Portland; NBC in Cleveland; 
KSTP, St. Paul; Intermountain 
Broadcasting Company, Salt Lake 
City; Raytheon Mfg. Company, 
Waltham; Outlet Company, Provi- 
dence; Havens & Martin, Rich- 
mond, and A. S. Abell Company, 
Baltimore. 

The 27 cities where grants may 
be possible without public hear- 
ings are: Albuquerque; Ames, Ia.; 
Boston; Bridgeport; Buffalo; Chi- 
cago; Cincinnati; Cleveland; Co- 
lumbus; Dallas; Dayton; Indian- 
apolis; Jacksonville; Johnstown, 
Pa.; Kansas City; Nashville; New 
Orleans; Omaha; Pittsburgh; Riv- 
erside, Cal.; Rochester, N. Y.; St. 
Louis; Scranton; Seattle; Stockton, 
Cal., and Wilkes-Barre, Pa. 


Thornburg Joins Colton 


Winston H. Thornburg, formerly 
advertising manager of Airports, 
and previously account executive 
on the Philco radio account with 
Hutchins Advertising Company, 
Rochester, N. Y., has joined the 
Wendell P. Colton Company, New 
York and Boston, as account exec- 
utive. 


Names Ferguson 


The Virginia Beach Advertising 
Board has appointed Courtland C. 
Ferguson, Inc., Richmond, to han- 
dle a newspaper campaign in east- 
ern cities to promote Virginia 
Beach, Va. The campaign will 
have three phases: a summer 
schedule, a winter drive, and a 
final series next spring. 


Wise Heads Ad Club 


Herbert Wise, Byer & Bowman 
Advertising Agency, has been 
elected president of the Advertis- 
ing Club of the Columbus, O., 
Chamber of Commerce. Others 
elected include Harry Hoessly, Sta- 
tion WHKC, first vice - president, 
and Harriet Hilleboe, Union Com- 
pany, second vice-president. 
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“If you’re trying to pick up something reglly hot... 


Listen to AB 


usT as better programs are getting 

more and more people to listen to 
ABC stations, economical rates are 
getting more and more advertisers 
to listen to ABC’s sales story. No 
matter how you look at it, ABC of- 
fers advertisers the best value in ra- 
dio today: One network costs 43.7% 
more per evening half-hour than ABC; 
another costs 28.7% more—yet ABC’s 
202 stations reach all the people who 
live in Twenty-Two Million* radio 
homes located in practically every ma- 
jor market in the U. S.! 

What’s more, the per-dollar value 
of advertising on ABC is growing 
greater all the time as more families 
everywhere depend on their ABC 
stations for news and entertainment. 
They are finding that ABC gives 
them worth-listening-to programs of 
every kind—the news presented by 
Winchell, Davis, LaGuardia, Swing 
and a score of other famous report- 
ers; great music on such programs as 
the Boston Symphony and the Sun- 
day Evening Hour; the fine daytime 


entertainment of the Breakfast Club, 
Breakfast in Hollywood, Ladies Be 
Seated, Bride and Groom. That is why 
ABC keeps building—and holding— 
a bigger audience for advertisers. 

It’s because they are able to reach 
this rich, nation-wide audience dur- 
ing good time periods at economical 
cost that so many leading advertisers 
are using ABC today. Valuable ABC 
franchises have already been nailed 
down by some of the shrewdest buy- 
ers of radio time—General Mills, 
Philco, Swift, Kellogg, Westinghouse, 
P &G, Jergens and many more. 

If you are looking for good radio 
time at low cost, it will pay you to 
get the full story from an ABC rep- 
resentative as soon as possible. 


* Night-time coverage. This figure continues to climb 
with steadily improving station facilities. 
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7 REASONS 
why more leading advertisers 
sit up and listen to ABC 


1. ECONOMICAL RATES— Network X costs 
43.7% more than ABC per evening half- 
hour. Network Y costs 28.7% more. 

2. REACHES 22,000,000 RADIO HOMES, 
located in practically every major market 
in the U.S. 

3. EXPERT PROGRAM SERVICE available if 
and when you want it. 

4. EFFECTIVE AUDIENCE PROMOTION that is 
making more and more people listen to 
ABC. 

5. GOOD WILL—a nation-wide reputation 
for public service features that present 
all sides of vital issues. 

6.202 STATIONS— eager to cooperate in 
making every program a success in every 
way. 

7. PRACTICAL TELEVISION— program-build- 
ing on an economical basis. 


American Broadcasting Company 


A NETWORK OF 202 RADIO STATIONS SERVING, AMERICA 


Advertising Age, May 27, 1946 


SEE THE KAISER OR FRASER BEFORE YOU BUY! 


We'd Like (0 Ser One Ourselves, Some Day ! 


BOSS OF THE ROAD Fraser cor. cc yp eh ser fn Bh Pc 


e comfort at your own fireside 
ee, 4 instead of having to attend those night 
SSTLSSSSES browls at the Country Club TA. jew 
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While You Wait For Our Cars -- Take a Ride In Our Stock! 


RIDING KAISER-FRASER—The Bond 
Club of New York has once more 
printed its annual “Bawl Street Jour- 
nal," filled with stupendous stories, and 
fun-loving ads like the one above. If 
this looks like a whopper, some of the 
other fishy ads that the editors got 
away with easily beat it. 


‘Baw!l St. Journal’ 
Reports Brokers 
Strike for 18%2c _ 


New York, May 23.—The “Bawl 
Street Journal,” out tomorrow 
with its annual edition distributed 
at the Sleepy Hollow Country 
Club outing of the Bond Club of 
New York, carries as its lead 
story a report of a nationwide 
strike of stock brokers and in- 
vestment men which began Tues- 
day when Merrill Lynch partners 
walked out in a body demanding 
18% cents an hour. 

A banner headline above the 
masthead of the publication car- 
ries the news that “Otis & Co. 
Protests Louisiana Purchase.” 
From Washington the “Journal’s” 
capital bureau discusses the pos- 
sibility that “the telephone com- 
pany may be the next target of 
the trust busters. A big-wig in 
the anti-trust division of the Just- 
tice Department phoned his Wash- 
ington office from New York on 
Monday, got the call through by 
Wednesday, insists this is prima 
facie evidence of collusion to com- 
pete with the U. S. mails.” 


First Issue Since War 


The “Journal,” like the Wall 
Street Journal which it parallels 
in size, format and everything but 
content, carries ads from many 
large financial and investment 
houses. A sample: 

“When Other Investment Bankers 
Will Not Float Your Bonds 

WHY BE IRRITATED? 

Light on 

OLD GOLDMAN SACHS & CO.” 

Macy’s time honored slogan is 
featured as “Where it still smarts 
to be thrifty,” while another de- 
partment store ad reads: “If you 
couldn’t get fitted properly while 
in the Army or Navy you'll have 
a FIT when you try to buy our 
civilian suits—SAD SAKS FIFTH 
AVENUE.” 

The annual lampooning ‘of the 
Bond Club, this year as in pre- 
vious years, takes Wall Street 
apart in some sensitive places, but 
it also indulges in a number of 
comments on some of the street’s 
favorite public characters like 
President Truman, Chester Bowles 
and Henry J. Kaiser. This is the 
first issue of the “Journal” to be 
published since wartime discon- 
tinuance. 

The special edition was edited 
by John Straley with the assist- 
ance of A, Glen Acheson, Lazard 
Freres & Co.; Richard de La Chap- 
pelle, Shields & Co.; L. Walter 
Dempsey, B. J. Van Ingen & Co., 
and George J. Gillies, Mellon Se- 
curities Corporation. 


Oregon 4A’s Elects 


Hal Short, partner in Short & 
Baum, Advertising, Portland, has 
been elected to the board of gov- 
ernors of the Oregon chapter of 
the American Association of Ad- 
vertising Agencies, succeeding 
Ralph B. Calkins of McCann-Er- 
ickson, Portland, who has retired. 
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A long time and several generations 
elapsed between Plymouth landing and 
Boston’s trusts . . . the wild onion swamp 
and industrial Chicago . . . Hendrik 
Hudson and Greater New York .. . But 
some gold nuggets in a stream bed turned 
a little Pacific port into San Francisco 
within the lifetime of the first settlers! 


Quick wealth, ready made in the 
ground, brought goods, services, people, 
art, opera houses, outside capital, banks, 
railroads, trade. Later came lumber, 
oranges, oil, and tourists. The city’s self 
sufficiency, climate, country that charms 
the eye and intrigues the imagination, the 
opportunity for a better life and outdoor 
living . . . vanquished the pull of natal 
place or past mores. Settlers stayed, tourists 
took root . . . Born with a gold spoon, 
San Francisco skipped two centuries in 
arriving at major civic stature. 

Still within its first hundred years 
came World War II... with huge military 
installations and naval bases, war born 
industries, millions of men rushed through 
the port and trickled back again, fabulous 
freight tonnage . . . new trade links with 
the Orient, new importance for the Pacific 
half of the globe . . . new hundreds of 
thousands of people who want to stay, 
live, work here . . . new money, new 
interests, staccato expansion. 

The old leisureliness is lost, pro tem, 
to boomtown tempo. The city hustles to 
unify its transit, increase its facilities, 
build furiously. Small home subdivisions 
swarm across the skylines. Major stores 
scramble for space, and new mercantile 
names appear. New industries supplement 
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Gold Spoon... & silver lining! 


the old and war-born. Eastern companies 
wait on the builders for new branches. 
Today San Francisco—and The Chronicle 
—show a shining silver lining. 


Tie Chronicle is the kind of news- 
paper the kind of people who made, and 
make, San Francisco like. Native son, 
native owned, native run, it doesn’t get 
its orders long distance. It made its stake 
here; and has enough stake so it needn’t 
take back talk, polish anybody’s apples, 
find favor except with the public. 

If you lived here, and wanted to know 
what was going on in the world and the 
US as well as in San Francisco and 
Sacramento; wanted to know what the 
world was thinking ... If you cared about 
what Washington is doing, or who fills 
public office, or the education of your 
children, the value of your home, savings 
account, security portfolio, vote or 
opinion... you’d read The Chronicle. 

If you had a daughter making her 
debut, the paper your wife would want to 
mention it, and in which all the non-debs 
and their mothers would want to read 
about it. . . is The Chronicle. 

If you owned a department store, or 
any of the top forty retail establishments 
in San Francisco . . . ran a bank, brokerage 
office, publishing house, or branch sales 
office for any better than average product 

. The Chronicle would get the most of 
your advertising expenditure. 

If all the indices could be compiled, 
you’d say The Chronicle led in influence 

. in one portion of the national market 
most worth influencing today! ... Any 
Chronicle representative can supply facts. 


gin “Chronicle 


SAWYER, FeRGuson, WALKER Co., National Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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LEADERSHIP 


in 
READERSHIP 


—is held by the publication which 
consistently delivers the plus edi- 
torial service its readers want. Typi- 
cal of American Lumberman 's 
editorial vitality is the new book 
“Practical Plans for Modern Homes’ 
recently published for dealers. It’s 
this plus service which assures 
profitable returns 
son why the nation’s 


national lumber dealer papers. 


| | Fatal Cans 


“ha 


pea a 


for advertisers—and the rea- 
top-rated lumber _and 
building material dealers have three times 
voted American Lumberman first choice among 


Published Every Other Saturday 
139 NORTH CLARK STREET, CHICAGO 2, ILL. 


Postwar Homes Will 


Be Larger, BH&G 
Survey Discloses 


Des Moines, Ia., May 21.—Pros- 


-|pective American home makers 


plan to build larger homes, pref- 
erably in one or one-and-a-half 
story Cape Cod style, on lots about 
twice the size of those purchased 
before the war, a survey con- 
ducted by Better Homes & Gar- 
dens reveals. 

A detailed report of the survey 
appeared in the June issue of 
the magazine, on newsstands May 
24. It includes averages on more 
than 4,900 replies made to a 16- 
page questionnaire mailed to 11,- 
428 prospective homebuilders dis- 
tributed geographically throughout 
the nation. 


are said to have either definite 
savings or plans for building, the 
survey reveals that future homes 
will average almost one more 
room, or 6.4 rooms as compared to 
5.7 rooms prewar. They will in- 
clude eating facilities in both 
kitchen and dining room, and a 
basement with laundry, utility 
room or recreation room. Ranch 
style and contemporary homes are 
preferred to Cape Cod homes in 
certain localities. 

More than half of the home 
builders want built-in cupboards 
and bookcases, also closets and 
large picture windows. 


Half Will Spend $7,304 


For this, half will spend more 
than $7,304, excluding cost of lot, 
furnishings and equipment. They 
will have more than half of this 
amount as a down payment. This, 
of course, is an average for all 
parts of the country, and does not 
take into consideration the rising 
cast of home building since last 
November, when the survey was 


Of this group, most of whom |made. Larger down payments will 


a 
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MR. CLASSIFIED 


“Look in the Classified” is the first thing 
- people say. 

The easy-to-find buying information 
contained in the Classified section of 
Telephone Directories helps men and 
women every day to find convenient 


authorized outlets for branded products 
of all kinds. 


In communities across the nation over 
20,000,000 copies of the Classified are at 
work helping solve the daily household 
and business problems of the millions of 
users, 


This popular book is kept busy day and 
night in offices, homes and at telephone 
pay stations everywhere. To the familiar 
‘yellow pages’ come questions like these: 
“Where can I get information about the 
trade-in value of my car?” “Who is the 
nearest authorized serviceman for my 
make of radio?” 

The Classified performs a real public 
service by giving essential information 
about local shops and author- 
ized outlets for advertised 
products, 


Lo 
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be made by those living in the 
central states than by those in 
other parts of the country. 

Lots will average twice as large 
as prewar, and there is a strong 
trend toward open country and 
the suburbs. Yards will be fully 
utilized for lounging, eating, rec- 
reation and flowers. 

Only one out of five replies were 
from ex-servicemen, and these 
were mainly in the low-cost group. 
Families planning to build are 
slightly younger than all U. S. 
families, and only about half of 
them have children. 

Looking further “behind the 
blueprints,” BH&G sees that 86 
out of 100 families questioned have 
taken definite steps toward build- 
ing. These families, the magazine 
points out, do not constitute a 
representative cross-section of all 
American families, but those ques- 
tioned have one common char- 
acteristic in that they are defi- 
nitely going to build. 


63% Have Savings Ready 


By percentage of response, 63% 
have saved money or bonds for 
building, 55% have purchased a 
lot, 19% have consulted a builder, 
18% have completed or are draw- 
ing blueprints, 16% have taken 
steps other than those listed, 15% 
have consulted an architect, 6% 
have employed an architect or 
builder, and 14% have done noth- 
ing so far, but plan to build. Those 
who will build more expensive 
homes have progressed furtherest 
with their plans. 

A separate living room is still 
favored by 65% of the families. 
Three of every five homes will 
have three or more bedrooms; be- 
fore the war, nearly half had two 
or less. There will be a slight in- 
crease in the number of bathrooms 
in homes costing $10,000 and up. 
Three-fourths of such homes will 
have two or more. 

Other facts revealed by the sur- 
vey: Two or three potential home- 
builders plan homes costing be- 
tween $5,000 and $10,000; about 
15% plan homes costing $10,000 or 
more; very few families want com- 
plete walls of glass, bedroom-liv- 
ing room combinations, or a garage 
that converts into a summer porch. 


WNCA Goes on the Air: 


Names Representative 


Station WNCA, Asheville, N. C., 
which started broadcasting May 
16, has named William G. Ram- 
beau Company, with offices in 
New York, Chicago and Holly- 
wood, as its national representa- 
tives. The station’s staff consists 
of veterans with previous radio 
experience. They include C. Fred- 
ric Rabell, general manager; Rob- 
ert M. Lambe, advertising direc- 
tor, and L. R. Amos, program 
director. 


Laconia Names Agency 


Chambers & Wiswell, Boston, 
has been named to handle the ad- 
vertising of Laconia Shoe Com- 
pany, Laconia, N. H. A campaign 
will start in national magazines 
in September. 


* Oil fields and refineries 
‘round the world need new 
equipment now! The total 
amount being ordered is 


colossal! You can reach the 
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top purchasing personnel 
best through World Petro- 


leum. It’s read by oil execu- 
tives everywhere! 
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YOUR PRODUCT, when it is advertised in the advertisements in it. Thus each adver- 
Good Housekeeping, has two reputations tisement has greater conviction here than 
to recommend it—yours and ours. it could have anywhere else. 


Women know eee 


sea BA BUND op 
=" Guaranteed by @ 


Good Housekeeping 
And ours is a valuable plus for yours. And there is no need to tell you that the Or as svreariety Two 
For the confidence women have in the in- power of conviction is a major force in we give this seal to no one— 
tegrity of Good Housekeeping extends to making sales. a 
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“Weisfeld Promoted 


Irving Weisfeld, who has been 
with the Cherow Company, New 
York agency, since its organiza- 
tion, has been appointed general 
manager. He is also a vice-presi- 
dent. 


Appoints Romig 

Lawrence & Co., Lewiston, Me., 
has appointed Romig Advertising | 
Agency, Reading, Pa., to handle | 


its advertising for Poland Spring |IIl., has placed its advertising with 
gin. Newspapers and trade pub- | 


lications will be used. 


'To Schwimmer & Scott 


Schwimmer & Scott, Chicago, 
has been appointed to handle the 
advertising of Butler Motors, dis- 
tributor of the Jeep in 39 North- 
ern Illinois and Indiana counties. 
Newspapers and radio will be used 
in the markets served by the com- 
pany. 


To Henry Teplitz 


American Well Works, Aurora, 


Henry H. Teplitz 
| Agency, Chicago. 


Advertising 


Two Vets Build 
Booming Sales 


in War Pictures 


Los Angeles, May 22—Heavy 
demands by service and ex-serv- 
icemen for pictures shot during 
action in World War II have stim- 
ulated a photographic business for 
two Hollywood ex-Marines, which 
in a year has grown to million 
dollar proportions, 


J. F. Leopold, who as _ photo- 
graphic officer for the Second 
Marine Division, helped shoot in 
Technicolor the battle of Tarawa, 
teamed up with G. McGuire Pierce, 
former chief photographic officer 
of the Marine Corps, to form Offi- 
cial Photos Company, Hollywood, 
which offered battle photos to serv- 
icemen and civilians alike. 

Disheartening objections from 
government offices and various 
branches of the armed service not- 
withstanding, the two former 


For generations, 


Land" have known that the Prairie Farmer-—WLS 


Protective Union has teeth in it. No trickster 


farm families in "Lincoln 


can take advantage of them——and get away 


with it. When we 


Prairie Farmer-WLS before entering into any 
deal with strangers," we mean it. Our files, 


bulging with cases "disposed of" with justice 


say, 


to all concerned, demonstrate the value of 


this non-stop protection. 


—— B.D.B. 


"If in doubt, write to 


Effective protection never stops 
working.” 


Hin iye Aas 


President, Prairie Farmer and WLS 


This is another reason why “Lincoln Land” 
folks Delieve in Prairie Farmer-W LS 


Prairie Farmer-WLS Protective Union, like our many other century-tested services, tends 


to intensify confidence and belief. The thousands who have used Protective Union know 


they can rely on us. There is no question mark in their minds as they read about a new 


farming method or hear a storm warning broadcast. And this same positive belief extends 


Where Prairie Farmer-WLS 
Influence is Concentrated 


Among 14,000,000 People 


to our advertisers—they share the confidence we have built 


and increased with so many neighborly services to the folks 


of ‘‘Lincoln Land.” — the 350,000 Prairie Farmer-reading fami- 


TALKIE 


prs 
prs 


BURRIDGR D. BUTLER, President 


AMER 


CHICAGO 


lies, the vast WLS listening audience. Because these folks be- 


lieve in us, they have confidence in our advertisers. 


a ee a 


Advertising Age, May 27, 1946 


Marines were finally permitted to 
make reprints from actual battle 
pictures in government files. More 
than 2,200 pictures were selected 
from gigantic files containing sev- 
eral millions. Processing difficul- 
ties were overcome by setting up 
their own laboratory, one of the 
largest in the West. 

Since April, 1945, more than 
5,000,000 4x5” photographic du- 
plicates of battle pictures have been 
sold in sets of varying sizes for 
$1.20 a set, with lower prices for 
post exchanges and ships’ service 
stores. The company has also been 
commissioned to produce 85,000 
copies of “The North China Pic- 
torial’ depicting exploits of the 
Marine III Amphibious Corps. 
Copies will be sent free to Marines 
who served in that area. 

Extensive advertising copy for 
Official Photos Company is being 
placed by Essig Company Ltd., 
Los Angeles agency, in American 
Legion Magazine and _ Popular 
Photography, as well as _ service 
publications including The 
Leatherneck, Our Army, Our 
|Navy and the Army Times, 
| 
‘Industrial Editors 
Go International 

The National Council of In- 
dustrial Editors has changed its 
name to International Council of 
Industrial Editors. 

Meeting at the Hotel Statler, 
Boston, the council elected W. L. 
Miller, New England Power Com- 
| pany, Boston, president, and 
|Charles Morse, People’s Gas Light 
|& Coke Company, Chicago, first 
'vice-president, Regional vice- 
|presidents chosen were Elmer 
Applegit, Socony- Vacuum, New 
York, eastern; R. R. Horner, Nor- 
folk & Western Railroad, Roanoke, 
east central; C. DelPendergrast, 
Northern Illinois Public Service 
Company, Chicago, west central; 
E. G. Fitzpatrick, South Pacific 
Railroad, San Francisco, far west; 
Harry Kniseley, Carter Oil Com- 
pany, Tulsa, southern; and Wil- 
liam Rattray, Hydro-Power Com- 
mission of Ontario, Canada, for 
Canada. New treasurer and secre- 
tary, respectively, are William 
Nash, Monsanto Chemical Com- 
pany, St. Louis, and Hazel Aird, 
Hudson Motor Company, Detroit. 


Aetna Life Names Ringer 


L. Ray Ringer, since 1927 on 
the staff of the education depart- 
ment of Aetna Life Affiliated Com- 
panies, Hartford, has been ap- 
pointed director of sales training 
and educational departments of 
Aetna Insurance Group, Hartford. 


In one complete section, known 


popularly throughout the State 
as The Man's Section, The Times 
Herald gives thorough coverage 


of business, financial and indus- 


trial news as it affects Texans. 


THE DALLAS 


TIMES 
HERALD 


DALLAS' GREATEST NEWSPAPER 


Represented by 


THE BRANHAM COMPANY 


Adv 
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Advertising Age, May 27, 1946 


“THERE IS NO FREEDOM ON EART 
FOR THOSE WHO DENY 
FREEDOM TO OTH 


ELBERT HUBBARD 
SAID IT IN 1911 


‘Without free speech no search for 


truth is possible; without free speech 
no discovery of truth is useful; without 
free speech progress is checked and 
nations no longer march toward the 
nobler life which the future holds 
for man.” 


—Charles Bradlaugh, as quoted in 
Elbert Hubbard’s Scrapbook 


Guardian of 


e 
American 
Freedom 
eRe TT PERE N ROIRE TN SPT ert nVyrstyroress » 
(we IRI EY! “hove Na EA EAD ND 
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Elbert Hubbard .. . Born June 
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Zobel Forecasts 
8,000,000 Overseas 
Magazine Sales 


New York, May 21.—Interna- 
tional editions of American maga- 
zines will be delivering at least 
8,000,000 overseas circulation with- 
in the next few years, Myron 
Zobel, publisher of Norte, told an 
informal luncheon meeting of ad- 
vertisers and agency men here 


| last week. 


Digest 


export edition, | that 
which Mr. Zobel thinks will reach | about double the present daily rate. 


| 4,000,000, making a total circula- 


Norte itself, he says, will boom | tion of 8,000,000 for all overseas 
from its present 106,000 circula- | editions. 
tion to 250,000 at the end of 1947 
when new presses are delivered and | stay high, Mr. Zobel believes. Cur- 
present orders can be shipped, and rent rates are about $10 per thou- 
will eventually hit 400,000. 

In response to an inquiry, Mr. | thinks they will not go lower than 
Zobel estimated that the present | $6 per thousand. These rates cor- 
and coming international editions | respond with approximately $3 per 
of standard magazines will event- 
ually equal the market garnered by 
Reader’s 


Page -per-thousand rates will 


| . re 
|sand in overseas editions, and he 


|thousand for domestic magazines 
| at present, and Mr. Zobel believes 
international rates will be 


Doniger Names Strauss 
Arthur J. Strauss, formerly as- 
sistant to the director of visual 
merchandising, David D. Doniger 
& Co., New York, maker of Mc- 
Gregor sportswear, has been named 
coordinator of advertising activity. 


KOMO Plans New Studio 
Station KOMO, NBC affiliate in 
Seattle, will soon begin construc- 
tion of a $500,000, two-story build- 
ing to house all operating and 
broadcasting studio facilities. 


NEW YORK *- 


Bohs 


markets in America. 


The SEATTLE TIMES is Seattle’s 
favorite newspaper—by all odds the 
FIRST advertising medium in Seattle. 


* 
ae gy 


SEATTLE, WASHINGTON 


Represented by: O'MARA 


& ORMSBEE, INC. 


a” ms TROIT & 2 wees 


3 > 


pe eon 
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GRE AG, CHa, 


If you haven’t visited Seattle lately you 
owe it to yourself and to your clients to 
see the vast expansion that has taken 
place here. Today in buying ability 
Seattle ranks among the 15 greatest 
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Omaha Dealers 


Join to Combat 
Auto Black Market 


Omaha, May 22.—New car deal- 
ers here have formed a new organ- 
ization and launched a series of 
advertisements in the Omaha 
World-Herald in an attempt to 
fight the black market. 

The dealer organization, former- 
ly the Omaha Auto Trades Asso- 
ciation, has been changed to the 
Omaha New Car Dealers Associa- 
tion, and is headed by Ernest F. 
Lied. 

Bozell & Jacobs, agency handling 
the campaign, says that the pro- 
gram, started here, soon will be 
under way in other cities in which 
it has offices. 

In each ad in the series a differ- 
ent phase of the dealers’ distribu- 
tion problem will be stressed. One 
will carry a tie-in featuring sanc- 
tion by the Nebraska OPA and a 
letter from the district director. 

In distribution of new cars, the 
enfranchised dealers say they plan 
to “block the fellow who sells his 
used car at an exorbitant black 
market price and hopes to buy a 
new car at a lower, legal price.” 
They announced they will sell only 
to persons who have trade-ins, 
those who did not previously own 
a car, or those who have not vio- 
lated OPA ceilings in selling their 
old ones. 

Twenty-five per cent of new cars 
are to be set aside for returning 
veterans and for “other persons 
who sold their transportation dur- 
ing the war to meet a real need 
for the transportation shortage.” 
The rest of the cars, the dealers 
say, will go to those who trade in 
their old autos. 

“We need your used car trade- 
in, not only to supplement the 
meager new car allotments and re- 
duced profits, but to accommodate 
veterans and others who simply 
cannot afford a new car or even a 
good used car at high black mar- 
ket prices,” association officials 
said. 


Canadian Audits Revised 

Canadian Circulations Audit 
Board, Toronto, has announced 
that it will audit total, geograph- 
ical and occupational circulations 
of 106 Canadian business papers. 
The audits will be made avail- 
able to agencies and advertisers. 
The first reports will be available 
in July. 


Advertising, Inc., Formed 

Advertising, Inc., has been 
formed in Washington by four 
war veterans. They are King 
Pedlar, son of Louis C. Pedlar, 
former president of Pedlar & 
Ryan; Charles W. Isbell, Martin 
L. Garvey and Joseph Ross. Louis 
C. Pedlar will act as consultant 
to the agency. Offices are at 735 
lith St. N. W. 
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CANNOT BE SOLD 


FROM THE OUTSIDE 
92% Home-carrier-delivery 


73% 


66% More circulation among 
Bayonne families than all 
New York and Hudson 
County evening newspapers 
combined 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 


Bayonne family subscrip- 
tion 


Sales Representatives 


NEW YORK CHICAGO 
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Adds Plastic Facilities 


r Animal Trap Company of Ameri- 
ea, Lititz, Pa., has purchased the 
molded products division of Wm. 
L. Gilbert Clock Corporation, Win- 
sted, Conn. 


Plans to Build Plants 


Pittsburgh Corning Corporation 
plans to build two plants in Sedalia, 
Mo., for the production of glass 
block and Foamglas, cellular glass 
insulating material. The estimated 
cost of the expansion program is 
$2,000,000. 


WBBM Men Shift 


Carl Simonson, trade editor of 
the publicity department, station 
WBBM, Chicago, has resigned to 
join Theodore R. Sills & Co., Chi- 
cago, as an assistant account ex- 
ecutive. The station has named 
Jim Cornell director of research. 


Nassif Appoints Agency 
Chambers & Wiswell, Boston, has 
been appointed to handle the ad- 
vertising of David Nassif Com- 
pany, Boston, maker of a rotating, 
skewer-type gas broiler. 


Plan Crafts Show 


Mechanix Illustrated will pre- 
sent the first annual National 
Crafts and Science Show in Madi- 
son Square Garden, New York, the 
week of Nov. 17-24. The show will 
be under the management of 
Campbell - Fairbanks Exposition, 
New York. 


Gets Susquehanna Mills 


Susquehanna Woolen Mills, New 
York, has appointed the Lancaster 
Advertising Agency, New York, to 
handle advertising. 


Cover Catholic. 
Schools, Churches, 
and Institutions 
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35 W. WELLS ST.. MILWAUKEE 3, WIS. 
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STABILITY—Fairbanks, Morse & Co., 
: Chicago, includes, in this farm maga- 
: zine copy, a reproduction of an ad 
: originally published by the company 
‘ 28 years ago to focus attention on the 
; long-time satisfactory relationship be- 
; tween the company and users of its 

products. 

: s 
_ | Book Compiled 
| of Entries for 


+ Pabst Awards 


| Chicago, May 21.—About 200 
| proposals and discussions reflect- 


ing diversified points of view toward 
mass economy and employment are 


compiled in “Planning for Jobs,” 
a type of economic anthology based 
on entries in the Pabst Brewing 


Awards. 

The 463-page book collated by 
Lyle Fitch and Horace Taylor, de- 
partment of economics, Columbia 
University, is being published by 
the Blakiston Company, Philadel- 
phia. 

It includes suggestions from non- 
winning entries in the Pabst con- 
test, concerning tax reforms, pro- 
motion of small business, proposals 


and labor union reforms. 


Pabst’s 1943 award contest 


contestants. 


Dan Ellis Moves 


Philadelphia Daily News, 


World, and Comic House Group. 


Diebold Names Dautel 
Walter H. Dautel, 


and Flofilm. 


Company’s Postwar Employment 


for small business financing, abol- 
ishment of restrictive practices, 
market programs, development of 
labor efficiency and general wage 


Entries from which the book is 
compiled were submitted during 
in 
which $50,000 was awarded to 17 


Dan Ellis, formerly with a 

as 
joined National Publishers Repre- 
sentatives, Inc., as western adver- 
tising manager, with offices in Chi- 
cago. He will represent Salute, Our 


previously 
with Remington Rand for 28 years 
as sales manager for the loose leaf 
division, has been named manager 
of the wholesale division of Die- 
bold, Inc., Canton, O., maker of 
bank vault equipment, safe deposit 
boxes, Cardineer rotary card files 


MANY 


are OVERLOOKING A MARKET 
That’s as wide and broad as 


| the United States itself. 


| zithers are 
} of seven billion dollars a y 
this very active home market. It’s 


easy to overlook because we're all 


so close to it. But it’s easy to reach, 
too. You reach the big American 


Negro market through the race 
papers to which the Negro looks 


for guidance. The good will, con- 


the Negro can be won and held by 
advertising in the Negro papers. 

You owe it to your business to 
get the facts about the success 
stories built upon reaching this 
great and growing market through 
advertising. Write to Interstate 
United Newspapers, Inc., 545 Fifth 
Avenue, New York. Get the facts. 


COSMETICS, 
DRUGS, FOODS, 


Cosmetics, drugs, foods, drinks,— 
everything from automobiles to 
urchased at the rate 
ear by 


fidence, and regular patronage of 


For 58 years, The DeVilbiss Company 
has concentrated on utilizing and han- 
dling air. As a result of this long spe- 
cialization, DeVilbiss has earned a 
reputation for leadership based on wide recognition of 
advanced engineering ‘and research and highest attain- 
able quality standards in its products: Spray Equipment, 
Exhaust Systems, Air Compressors, Hose and Connec- 
tions, Medicinal and Perfume Atomizers 
proud to claim DeVilbiss as a Native Toledo company 
—one of the many diversified industries which lend 
stability to this well-balanced community. 


_..and this is the TOLEDO BLADE 


ONE OF AMERICA’S GREAT NEWSPAPERS 


Toledo is richly endowed by nature and by 
the genius of its citizens, whose ingenuity 
and skill have developed many industries 
known for leadership. To grow with this 
alert community, and to aid that growth, 
has been the good fortune of The Blade 


TOLED 


One of Americ 


... Toledo is 


during the city’s entire life. How well The 


DE 


a’s Great Newsp 
AUL BLOCK AND ASSOCIATES 


his cs VOledO 


home of the DEVILBISS COMPANY 


... world’s 
largest manufacturer 
of spray equipment 
and atomizers 


Blade has discharged its obligation for 
leadership is indicated by the unusual 
loyalty of its readers. It is rare indeed to 
find a newspaper with such coverage of city 
and retail trading area as The Blade enjoys. 
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BHF Color Coordination 
Plan Gets 271 Members 


Home Furnishings in 
for Biggest Boom in 
History, Say Backers 


New York, May 22.—Merchan- 
dising, promotion and sales of all 
home furnishings are in for the 
biggest boost in history through 
BHF, say endorsers of the Carpet 
Institute’s dream child, which be- 
came a reality several months ago. 

BHF stands for Basic Home 
Furnishings, a color coordination 
plan begun by the Carpet In- 
stitute’s style committee two years 
ago, and later turned over to the 
specially created Home Furnishings 
Style Council. This group is com- 
posed of makers of rugs and car- 
pets, decorative fabrics, furniture, 
wallpaper, paint, lampshades, vene- 
tian blinds and other furnishings. 

To date, 271 manufacturers have 
joined the council, signifying their 
intention to offer merchandise 
made in one or more of the BHF 
color groups. Concerns include ap- 
proximately 25 carpet makers, 70 
drapery and upholstery manufac- 
turers, seven leather goods con- 
cerns, 34 furniture companies, 11 
hard surface floor covering manu- 
facturers, 33 paint companies, 15 
wallpaper makers, and a variety of 
others. 


Uses Basic Color Chart 


The plan itself is a coordinated 
merchandising scheme whick uses 
a chart of nine basic colors, each 
in a range of eight color values. 
These colors were originally select- 
ed by the style committee of the 
Carpet Institute, with the colla- 
boration of stylists from other 
home furnishings industries, as the 
colors that will sell in greatest 
volume. 

Under the title of the Colorcade 
of America, regional names were 
given each group: the Alamo group 
for tan; the Grand Canyon group 
for rose; Adirondack group for 
burgundy; Prairie, for mauve; 
Shenandoah, for green; Cape Cod, 
for beige; Great Lakes, for blue; 
Santa Fe, for cedar; Great Smoky, 
for gray. 

Membership Advantages 


Membership in the council is en- 
tirely “without regimentation, does 
not promote special packages nor 
interfere in any manner with... 
regular methods of doing business, 
or with ... established connect- 
tions with sources.” It does, how- 
ever, enable members to buy a 
BHF work kit, with color card and 
set of color chips showing color 
tones in each group, and entitles 
them to use the BHF label in ad- 
vertising. 

The basic idea of the plan is 
that advertising and selling color 
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@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
any office girl can be your 
compositor. 


nomical 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


through BHF’s nine color groups 
tends toward greater and longer 
consumer satisfaction, makes buy- 
ing and selling of home furnish- 
ings easier, and ultimately makes 
for increased volume of sales. A 
rug labeled, for instance, “keyed 


to BHF Adirondack group,” will 
enable the customer to pick out 
drapes, wallpaper, paint or furni- 
ture with the same label in any 
other store or department, and be 
sure of perfect color harmony. 
Also, the sales clerks in any store 
selling BHF merchandise, using 
the color chart may, with perfect 
assurance, advise the customer 
which groups of color will harm- 
onize or contrast. 

Promotion of the plan so far 
has been carried on through mer- 


chandising clinics throughout the 
country, which have brought en- 
thusiastic acceptance by retailers. 
The first was held in New York 
Oct. 1, 1945, and from March, 1946, 
to date, they have been held in 
Hartford, Detroit, Milwaukee, Min- 
neapolis, Baltimore, Galveston, 
Jacksonville, Pittsburgh and Cleve- 
land. A clinic is being held in Chi- 
cago today, and others are sched- 
uled for the near future in Buffalo, 
Birmingham, Los Angeles and San 
Francisco. Clinics are sponsored 
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by the Home Furnishings Style 
Council, and put the entire BHF 
plan before retailers and manu- 
facturers. 

Bert J. Lange, director of promo- 
tions for the Carpet Institute, who 
is at the center of the promotional 
effort for BHF, told ADVERTISING 
AGE that this is the first time 
any attempt has been made to in- 
tegrate the operations of the var- 
ious home furnishings industries 
as a whole. The plan has the en- 
dorsement of the National Retail 


y PETROLEUM WORLD is a monthly busi- 
ness publication strictly of, for, and about 
California oil. It is not mostly a California 
oil publication. It's ALL about California oil 
problems, methods and industry news—to 
the men who recommend, specify and buy 
—for drilling, producing, refining, market- 
ing and transporting of petroleum products. 
These men read it INTENSIVELY from cover 
to cover—advertisements and all, because ~ 
keeping up on product news is their‘ 


business. 
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Dry Goods Association, National 


_ Retail Furniture Association and 


other important trade associations, 
besides large department store 
chains throughout the country. 
Fred Eldean Organization, New 
i handles public relations for 


a 2 s 

Globe’ Hikes Price 

‘The Toronto Globe and Mail 
prices have been increased from 
three to five cents a copy. 


Premium Industry Club 


Elects Paysee President 

Robert R. Paysee, head of his 
own selling organization, has been 
elected president of the Premium 
Industry Club of Chicago, succeed- 
ing Lee Ad Richmond of Perkins 
Products Company. Other new of- 
ficers of the club are William F. 
Forbrich, Premium Practice & 
Business Promotion, vice-presi- 
dent; Al Smith, Chicago Electric 
Mfg. Company, treasurer, and 
Ruth Hall, secretary. 


Mr. Paysee and other officers of 
the Premium Industry Club were 
somehow tagged erroneously in 
ADVERTISING AGE last week as of- 
ficers of Perkins Products Com- 
pany, with which none has any 
connection. There has been no 
change in officers or management 
of Perkins Products Company, 
which is headed by E. E. Perkins 
and H. E. Woodford. 


Safeway Gets ABC Show 


Safeway Stores will sponsor 


“Tennessee Jed,” a 15-minute west- 
ern adventure program, Mondays 
through Fridays, 5:15—5:30 p.m. 
(PST) over ABC Pacific Coast 
network, beginning July 1. 


Publish New Magazine 
The World in Books, a 16-page 
tabloid monthly devoted to book 
reviews, literary articles and book 
advertising, will appear on news- 
stands with its June issue this 
month. It is published by United 
Publishers Association, Boston. 


FOR 


OIL MEN 


CG ALIFORNIAAS 


areas. Every@phtse of its petroleum industry is ex- 
tremely q¢tiye and billions of dollars are already 
iy oil production, refining, marketing. 


Ach a market and PETROLEUM WORLD to 


invested 1 


1 deep into it, you have the combination which 


makes for sales—strong and steady sales. For 
omplete coverage of this rich California oil mar- 


ket, there's one certain way to get it—PETROLEUM 
WORLD. It has been the recognized authoritative 
California publication since 1910. For intensity, your 
advertising receives FOUR TIMES more circulation 
in California than you can get through any national 


petroleum medium. 


Write for a sample copy of PETROLEUM WORLD. 
Take a good look at it. Note the volume of quality 
advertising each issue carries. And we do mean 
volume—and quality. A copy of PETROLEUM 
WORLD is ready for mailing to you. Write us now. 


UNDER THE MANAGEMENT OF 


AFFILIATED 
PUBLICATIONS 


World Petroleum 
Petroleo Del Mundo 
Diesel Progress 

Diesel Engine Catalog 
Sugar 

Sugar Reference Book 
El Mundo Azucarero 
El Catalogo Azucarero 


Film Screen Maker 
Helps Find Jobs 
for Veterans 


Chicago, May 21.—More than 
100 returned veterans have re- 
ceived jobs directly through the 
postwar placement plan of the 
Radiant Mfg. Company, Chicago, 
maker of film projection screens. 
Also, an unknown number of vets, 
believed to exceed 200, were placed 
without record through lists pre- 
pared by Radiant. 

All those placed in jobs through 
the plan are working in the photo- 
graphic industry, including film 
libraries, photographic repair and 
maintenance companies, photo- 
graphic equipment manufacturers 
and film and photographic distribu- © 
tors. 

Lists of men available upon dis- 
charge were prepared by Radiant 
and sent to more than 1,000 com- 
panies in the industry. The lists 
were prepared from answered ques- 
tionnaires sent to G.I.s in the U. S. 
and abroad. Funneled through 
military personnel offices, most of 
the questionnaires reached men 
with previous experience in the 
photographic industry. Hundreds 
of enthusiastic replies from G.I.s 
and commanding officers spurred 
the placement plan. 

Despite the large number of men 
returning daily, Radiant offers its 
prepared lists through Veterans’ 
Placement Plan Headquarters, Ra- 
diant Mfg. Company, 1144 W. 
Superior St., Chicago 22. 

The Radiant plan is believed to 
be the first placement plan offered 
by an individual company. 


Springfield, Mass., 
Area Ad Plans Told 


Edwin V. Smith, president, Pio- 
neer Valley Association, estimated 
at Springfield, Mass., recently that 
a proposed expenditure of about 
$250,000 to advertise the Spring- 
field area in the next five years 
“will raise retail sales over the 
wartime peak.” He told associa- 
tion members that $32,500 will be 
spent this year by organizations in 
Hampden, Hampshire and Frank- 
lin counties. Proposed budgets for 
1947, 1948 and 1949, he said, were 
$35,000, $45,000 and $60,000, re- 
spectively. 
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Bank Credit Account 
to Wendell P. Colton 


American Installment Credit 
Corporation, recently formed serv- 
ice company for the American 
Bank Credit Plan of financing in- 
stallment purchases of automo- 
biles, has appointed Wendell P. 
Colton to handle its advertising. 
AICC has facilities for handling 
approximately $100,000,000 worth 
of paper through banks in six 
northeastern states, and is now ex- 
panding in the South. 


Hawkins Appointed 

Studebaker Corporation of Can- 
ada, Windsor, Ont., has appointed 
Tait M. Hawkins advertising man- 
ager. 


Ads Stress Maintenance 


Chevrolet Motor division, Gen- 
eral Motors Corporation, Detroit, 
through Campbell-Ewald Company, 
placed 3,500 ads in newspapers of 
3,200 cities in May, in a drive 
stressing the importance of main- 
taining passenger transportation in 
good order during the automobile 
shortage. Similar ads are planned 
for the future. 


Three Join Olian 

Mrs. Rue Dolan, formerly with 
Marshall Field & Co.; Miss Ar- 
mella Smerge, with MacFarland, 
Aveyard & Co., and Mrs. Vion 
Smirnoff, with George L. Prater & 
Co., have joined the executive staff 
“ Olian Advertising Company, St. 

ouis. 


ef Engineer. 
- Life Insure 


AKE most engineers, I’m con- 
stantly on the lookout for ideas to 
modernize or increase the output 
of our power and heating boilers. 
Since the time available for read- 
ing ads is limited, I am most in- 
terested in those which do not 
beat around the bush. 

The boiler messages that make 
a hit with me: 1. Name the ap- 


lications co which the boiler is 
Sn suited; 2. Give specific data 
on steam capacity under normal 
and emergency loads; 3. Show 
diagrams indicating the gas and 
water travel through the boiler; 
4. Tell how the unit will fit re- 
stricted space requirements and 
save erection time; 5. Describe its 
maintenance-saving features. 


Ask For Latest Field-Call Bulletin—'Where engineers need help” 


*Mr. Varner—who super- 
vises the power services 
and requirements of many 
Penn Mutual owned prop- 
erties — is one of 20,000 
consequential readers of 


— ENGINEERING 


ap 
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Oil Companies’ 
Road Map Orders 


Hit Prewar Peak 


Three Map Firms 
Plan to Make More 
Than 100,000,000 


Chicago, May 22.—If any doubt 
remains that a multi-billion travel 
market will be restored this sum- 
mer, a glance at the map-making 
business ought. to dispel it. 

More than 100,000,000 road maps 


'—possibly 150,000,000 — will be 


made this year, almost all ordered 
by the nation’s oil companies. These 
maps are closely linked with the 
travel trade and are, in fact, both 
a cause and effect of it. 

Only three companies compete 
for the oil companies’ map busi- 
ness. These are H. M. Gousha Com- 
pany and Rand McNally & Co. here, 
and General Drafting Company in 
New York. Despite paper shortages 
and lack of time since the war to 
redraft road maps, they expect to 
turn out about as many as in any 
prewar year. As before the war, 
orders have been taken from all 
the oil companies—from Texas 
Company, which uses from 8,000,- 
000 to 12,000,000 a year, to four or 
five-station companies ordering a 
few thousand. 


Maps Cost Very Little 


On the basis of motorists’ ad- 
vance demands the oil companies 
have ordered as many maps as the 
three map-makers can get out. The 
huge order shows what the oil 
firms expect in the way of travel 
volume—although, to some extent, 
their orders are intended to let 
them catch up on depleted stocks of 
maps. 

Since Gulf Oil Company began 
giving away road maps in 1920, 
there has never been any doubt 
by oil companies that this service 
is profitable. Now that demand is 
so well established, it would be 


suicide for any of them to abandon 


‘Travel 
Indiana 


with 


THEY STILL ARE FREE—This baker's dozen of colorful road maps, and 100,- 

000,000 more like them, have been brought up to date to give a boost to the 

pentup tourist trade and oil company business. Rand McNally & Co., H. M. 

Gousha Co. and General Drafting Co. make all of them, for three to five 
cents apiece. 
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the service. But few would want 
to. 
The maps cost the large com- 
panies an average of three to 
five cents each, depending on 
volume ordered. All maps made 
this year will cost no more than 
$5,000,000, ineluding the person- 
alized tourist bureau service main- 
tained by the oil companies them- 
selves or, for them, by the map 
makers. 

This expenditure is trivial com- 
pared with the amount of business 
it creates. Motorists definitely pa- 
tronize stations of the companies 
whose maps they use, although no 
obligation of this kind is involved. 
Even if this were not true, the 
oil companies would continue the 
service because of its stimulation of 
auto travel. 

Some question exists as to which 
of the three map-makers makes 
most maps. General Drafting, some 
believe, turned out 50% of the 
maps before the war. Its principal 
client is Standard of New Jersey 
and subsidiaries. Gousha drafts 
maps for Shell and Conoco (the 
only nationwide station chains be- 


Fer further mformation 
and quotation write im- 
meniat el y— 


OHIO ADVERTISING DISPLAY CO. 


Gives you these 


important features. * 


1. Colorful Neon 


2. Patented Plastic Frame 


3. New Vivid Colors 


We provide the complete display. 
Prompt 


No quantity too large. 
delivery. 


1216 Jackson St., Cincinnati 10, Ohio 


Latest development in adver- 
tising displays! The skeleton 
Neon with its patented plas- 
tic frames is a combination 
that's unique, colorful and 
most effective. The frames 
are parallelogram in shape, 
rich in color combination 
which improves the daylight 
appearance of the Neon; re- 
duces tubing breakage; in- 
stalled easily, quickly. Frames 
produced under Austin & 
Austin Patent No. 2,296,893. 


New York office 
Austin & Austin, Inc. 
1775 Broadway. 


Union label furnished for ali 
displays 


sides Texaco), Cities Service, Tid 
Water, Phillips, Skelly, Standar 
of California and Pan America 
Petroleum. 

Rand McNally, longest in th 
business and the actual originato 
not only of road maps but of mark 
ed highway routes, handles Texaco 
Sinclair, Socony-Vacuum, Ameri 
can Oil Company, Sun Oil, Pure Oil 
Atlantic Refining, Union Oil o 
California, General Petroleum 
Magnolia, Richfield and about 6 
others. Rand McNally handles al 
phases of map production; Goush: 
and General Drafting are purel 
research and cartographing organ 
izations. 


Most Will be Reprints 


Maps turned out this year wi 
consist of reprints of prewar map 
brought up to date. Rand official 
point out that it takes from fiv 
to six months to turn out a re 
styled map, from the time researc 
starts until the maps are delivered 
to oil companies’ bulk stations 
Gousha requires 2,000 hours to 
draft a new map. With state high- 
way departments amply provided 
with state tax funds and federal 
aid for highways, there should be 
enough highway construction proj- 
ects going on in the next few years, 
all year around, to keep Rand, 
Gousha and General Drafting al- 
most too busy revising existing 
maps to spend any time getting 
out completely new ones. 

Chief differences among maps 
used by the various companies are 
scale size, borders and colors. Very 
few regional maps are used; few 
nowadays are cluttered with sta- 
tion symbols; very few contain 
much pictorial material (an excep- 
tion is Sun Oil, whose highly pic- 
torial state maps are used widely 
in schools). Few maps contain sell- 
ing copy; only the name of the oil 
company is used on most of them. 


Bureau Service Expands 
Texaco and Shell, among others, 


have already started promoting 
their map and tourist bureau serv- 
ices. Sinclair has set up a travel 
bureau for the first time, with of- 
fices in several cities. The company 
will not feature the service in its 
advertising. Shell is expanding its 
bureau. It believes the service de- 
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mand will be as great this year as 
in 1941, or better. Next year Shell 
will add a directory of tourist 
homes, hotels and the like to its 
service. Pure Oil Company began 
promoting its maps on the Kalten- 
born radio program early this 
spring. It is not getting into the 
bureau service. 

The most elaborate tourist serv- 
ice is still provided by Conoco, 
which on request gives away a 
large free set of marked maps, 
along with information on motor- 
ing laws, hotel information and the 
like. Socony prints a special map 
ef Michigan for fishermen and 
hunters, containing an index of 
streams, lists of fish and where 
each type can be found, license 
fees and the like, but this map sells 
for 25 cents. 

John Krez, vice-president of 
Gousha, predicts that more maps 
in the future will be colored so as 
to indicate elevations. There seems 
also to be a trend toward inclusion 
of more travel information. Rand 
officials assert that the war little 
affected people’s ability to read 
maps or changed their desire for 
road maps. The chief attribute of 
a road map, they point out, is 
legibility and accuracy. A state 
map will average about 200,000 
mileage symbols, names, etc. The 
chief problem is to keep maps up 
to date and to make them legible. 

As C. C. Van Horton, manager 
of Rand’s road map department, 
has long claimed, a staie highway 
engineer can cause him more 
trouble and work than a big war 
in Europe. A change in a state’s 
highway numbering system causes 
more trouble for Rand _ than 
changes developing in a war area. 
Rand, probably more famous for its 
national and international maps 
than for its road map business, 
maintains a much larger staff to 
make state road maps than to make 
foreign maps. 


Olsow to ‘Baby Post’ 


Herbert J. Olsow, formerly east- 
ern advertising manager for Ziff- 
Davis Publishing Company, has 
been named secretary and treas- 
urer of Baby Post, Inc., New York 
publisher of Baby Post, new mag- 
azine distributed mainly through 
the Associated Merchandising Cor- 
poration stores. Mr. Olsow also 
handles all advertising for the 
magazine, third issue of which will 
appear in June. 


Estimates Ball Pen Sales 


Larry Robbins, vice-president 
and general sales manager, Ever- 
sharp, Inc., Chicago, announcing 
that sales of the new Eversharp 
CA Repeater “sphere point” pen 
are exceeding alltime Eversharp 
sales records, said that the com- 
pany will make about 5,000,000 of 
the pens this year. In addition, 
a new Chicago plant is being 
planned to permit greater output. 


Foy Quits Chrysler Post 


Byron C. Foy, a vice-president 
and director of the Chrysler Cor- 
poration for 16 years, has resigned 
as vice-president but will remain 
a director of the company. Mr. 
Foy was largely responsible for 
formation of the DeSoto division 
of the company, of which he was 
president for many years. 
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Two Appoint Ad Fried 


Linn Company, Oakland, Cal., 
manufacturer of Linco level load 
trailer axles, has placed its adver- 
tising with Ad Fried Advertising 
Agency, Oakland. Yearly half- 
page schedules starting with June 
issues will be used in Automobile 
& Trailer Travel and Trailer 
Topics. Full page color ads will 
follow. 

Bigelow Films, Oakland, has 
also named the agency to handle 
its account. Radio and national 
magazines, including Home Movie, 


Popular Photography and National 
Photographic Dealer will be used. 


McLain Reorganizes 

John L. McMichael, treasurer for 
25 years of the McLain Organiza- 
tion, Philadelphia, has been named 
executive vice-president of the 40- 
year-old agency. Members of a 
new executive board include Mr. 
McMichael, W. R. McLain, presi- 


dent; John O’H. Harte, director of | 


public relations and plans, and A. 
J. Lyons and W. W. Michener, ac- 
count executives. 


Club Elects Vezina 


Leo Vezina, joint general man- 
ager and director of Canadian In- 
dustrial Alcohol Company, Mont- 
real, has been elected president of 
the Advertising and Sales Execu- 
tives Club of Montreal. 


43 
Ottawa Club Elects 


Walter M. Murray, Murphy- 
Gamble Ltd., has been elected pres- 
ident of the Advertising and Sales 
Club of Ottawa, Ont. el Greene, 
Canadian General Electric Com- 
pany, is vice-president. 


GIBBONS 


ADVERTISING 


TORONTO, MONTREAL, WINNIPEG, 


KNOWS CANADA 
J. J. GIBBONS LTD. 


BAY STREET. 
REGINA, CALGARY, EDMONTON, 


MERCHANDISING 


VANCOUVER 


"HE “SHEPHERDS” 


THE SHEPHERDS — 


ETROIT’S 652 enchas, 

its 1,877 ministers and priests and its 
1,135,638 church members are the ‘‘beat’’ of 
Adrian Fuller, Detroit Free Press Church 
Editor. His ‘“‘copy” is gleaned from the millions 
of words of spiritual guidance uttered each Sun- 
day in these hundreds of pulpits by men 


who have dedicated their lives to pointing out 


the way to the worship of the one true God. 


From these sermons Mr. Fuller sifts out what 
seems to him to be noteworthy expressions of 
spiritual leadership and interprets them to the 


readers in 400,000 Free Press Homes. 

To Mr. Fuller this is a labor of love. He 
fully believes that never before in the history 
of mankind has the need for spiritual instruction 
been so pressing . the necessity to acquire 
that faith which is “the evidence of things not 
seen” been so urgent. 

While the press of the nation can- 
not be considered primarily a religious 
instructor, The Detroit Free Press 
believes that religion is so much an_ indispen- 
sable part of man’s business here below, that 
it should occupy an important spot on any 
editorial “curriculum”. The interpretative work 
of Adrian Fuller is another one of those whole- 
some “ties that bind” the more than a million 


readers of this newspaper to its columns; a situation 


exercising a salutary influence upon advertising. 


Che Detroit Free Press 


JOHN 8S. KNIGHT, PUBLISHER 
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Dedicated to active sportsmen’s interests... 
enhanced by big-time talent... SPORTS AFIELD has become 
the fastest-growing sportsman’s magazine... preferred and | 


purchased by more men who buy the best of everything... 


offering the largest circulation at the lowest cost-coverage. 
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created during the war with the 
dual objective of attaining high 
level employment in the war-to- 
peace reconversion period and of 
helping to maintain such employ- 
ment in the years to come, will 
announce in detail soon acceler- 
ated plans and organization toward 
the second objective. 

This was revealed to ADVERTIS- 
ING AGE by Paul G. Hoffman, 
president of the Studebaker Cor- 
poration, and C. Scott Fletcher 
—respectively chairman and execu- 
tive director of CED. 

Due largely to the wartime 
work of its recently-dissolved field 
development division among 70,000 


CED Will Expand 
Research Division 
to Aid Economy 


‘Favorable Climate’ 
for Jobs Sought, 
Hoffman Tells AA 


New York, May 23.—The Com- 
mittee for Economic Development, 


Forms Close June 10th 


- Soldiers and sailors buy toys — lots 
of them. They also buy great quantities 
of. perfumes, lingerie, jewelry and a 
myriad of other gifts. 

The peak. of this year ‘round gift 
business comes just before Christmas. 
Then, millions of men and women in 


The Officers operating these military 
outlets are looking for the best and 
latest in all kinds of gifts. 

So—the July issue of POST EXCHANGE 
will be devoted entirely to merchan- 
dising ideas for these men who are 
“Looking Ahead to Christmas.” 

So—and we'll be brief —if you are 
selling any kind of a gift item, you 
should reserve advertising space in the 
July “Looking Ahead to Christmas” Buy- 
ing Number of POST EXCHANGE. Forms 
close June 10th! 


.- A Youthful Market With a Great Future 


POST EXCHANGE 


ARMY #© NAVY *© MARINES © MERCHANT MARINE 


the Armed Forces shop their Post 
Exchanges and Ship's Stores for gifts to 
send home. 

Most of these gift seekers are sta- 
tioned at Army and Navy installations, 
Pi miles from civilian centers. 


ie 


Main Office—292 Madison Ave., New York 17, N.Y. 


GARLEY ( WARD, inc. WALTER W.MEEKS SIMPSON REILLY, Lid. SIMPSON-REILLY, Ltd. FRED WRIGHT CO. DUNCAN MACPHERSON ~ 
368 K. Michigan Ave. 10! Marietta Garfield Building Russ Building SIS Olive Street 700 Se. Washington Sq. 
CHICAGO |. ILLINOIS§ = ATLANTA3,GA. LOS ANGELES 14, CAL. SAN FRANCISCO 4, CAL. ST.LOUIS 1, MO. PHILADELPHIA 6, PA. 


x ¢% 
. A IMPOSING group ARubaceel advertising executives 
: and advertising agencies find this a lucky number. It en- 
ables them to usea service consisting ofad-setting, engraving, 
and printing—all undér one roof.. ‘Specially trained men are 
always on their toés)to Serve you so well ‘that you will come 
back again. We-can lighten your burdensSand at the same 
time produce etter and more profitable printing for you— 
at a saving of time/ trouble and money. Phone Whitehall 2300 


® eins 5 64 DV DS 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING + PRINTING 
400 N. RUSH STREET, CHICAGO 11 + WHITEHALL 2300 


business men in 3,000 communities, 
immediate postwar unemployment, 
which had been estimated as high 
as 8 or 10 million, has reached a 
peak—even with strikes—of only 
2.7 million. 


Considers Long-Range Problems 


The research division, which un- 
til now has concentrated chiefly on 
business, employment and govern- 
mental policies in the transitional 
period, including the elimination 
of wartime controls, Mr. Fletcher 
said, hereafter will concern itself 
with such long-range problems as 
taxation, government monetary 
and fiscal policies, and cartels. 
Sound monetary policies are con- 
sidered especially to be the “key 
to the future.” 


Research to determine and make 
recommendations for these national 
needs soon will be “intensified and 
speeded up,” Mr. Fletcher ex- 
plained. Probably this work will 
take two or three years. The 
counsel of mere research experts 
both in business and academic fields 
will be sought. “Broader and more 


representative supervision” will be 
developed. More social scientists 
and economists will be added to 
the headquarters staff. 

One aspect of this work will be 
the enlarging of the business paper 
committee, headed by John H. Van 
Deventer of the Iron Age, to pro- 
vide “a two-way flow of informa- 
tion” to and from business paper 
editors. 

In the words of John Dewey, 
Mr. Fletcher said, “we intend to 
approach this problem with ‘open- 
mindedness, whole-heartedness and 
a sense of responsibility.’ ” 

Mr. Hoffman emphasized that, 
in the future as in the past, “we 
shall keep out of polities, parti- 
sanship and propaganda.” CED 
will not compete with the National 
Association of Manufacturers, for 
example, nor with the United 
States Chamber of Commerce. “We 
intend only to seek, look at and 
interpret the facts,” Mr. Hoffman 
said. : 

In working to “create an eco- 
nomic climate favorable to the 
maintenance of high level employ- 
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ment,” he pointed out, CED wants 
to learn, among other things,. 
“what the government can and 
should do to promote a _ free 


economy. We want to develop 
both economic dynamism and 
stability.” 


Better Tax System Sought 


Today, he said, the nation’s tax 
system restrains enterprise by 
bearing heavily on industry. Sales 
taxes also may tend to reduce 
purchasing. A tax system should 
be devised both to encourage busi- 
ness investment and to sustain 
high level purchasing power. 

“We must also determine the 
degree and the area of necessary 
government controls,” Mr. Hoffman 
continued. One step in this direc- 
tion was CED’s recent recom- 
mendation (AA, March 4) for 
gradual “de-control” under OPA 
—which contrasted with the NAM 
demand for immediate lifting of 
all controls on manufactured 
goods. 

“In this program,” he said, “we 
shall get scholars and business men 


ready. 


CHICAGO ° DETROIT . 


hetlly, where electrotype quality 
ts a famtly tradition 


A Reilly electrotype speaks twice: once in the words of the advertiser, 
and again in its high quality reproductions. Because Reilly brings a 
rich heritage of know-how and a creative approach to every plate- 
making problem, we have maintained unchallenged leadership in 
the electrotyping field. 


Part of Reilly’s heredity is used every day: the exacting craftsman- 
ship in each electrotype has been a company maxim since its incep- 
tion. But in scientific developments, Reilly has always been the first 
to discard the traditional in favor of the research-proven new methods 
which ultimately mean keener, cleaner electrotypes that are built to 
withstand sock and squeeze or to respond to the most delicate make- 


These factors undoubtedly explain why Reilly electrotypes have be- 
come first choice among America’s most comprehensive advertisers. 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 


INDIANAPOLIS . 


SAN FRANCISCO . 


LOS ANGELES 
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How to Keep 
Millions in Europe and Asia 
From Starving 
Buy Less Bread...Eat Less Bread 

...Waste No Bread At All 


Pe enn tee fem mo Tn erenget te mg Nothing 
Amarin repented by shipping whet te wheat that swt to hin wr te her, 
paabepsenpie et sil ‘Tras othe sension. Thee we he tart The 


‘Dedey there io 0% lew whet fer commen = heart of Amerie bee qqeken—ow will int oo 
tiee bere at ome. 
=e" 


‘The bakers of Wonder Bread may ene thang: 
‘Yet there in send far ovum mare wheat to be sue bewnd. Bry lm bread... nt ha bend . 


there. And it wil be another 60 days or mare buy and what you do not at cus then be 


es Ta 
Pe rom ome on breed matinee 
om chakra, bat te ny roar —peD 
(pereee cheend A perme whe bee me teat better be pour henet fer dain 


Cootinetal Baking Company, Ie 
Wonder Bread and Hostess Cakes 


BAKER'S APPEAL—Continental Baking 

Co., New York, used this newspaper 

copy as an appeal for saving wheat for 
Europe's starving people. 


together. We are determined that 
our findings will be neither the- 
oretical nor axe-grinding. We hope 
that the business men of the 
United States will take time out 
to arrive at responsible views, and 
we want to build up a reception 
for sound business views, and we 
want to spread our objectives 
and findings to business groups on 
the local level throughout the 
country.” 


High Goals Reached 


Three years ago, Mr. Hoffman 
explained, “I was regarded as a 
‘dangerous radical’ for believing 
that adequate planning and organi- 
zation could create 53 to 56 mil- 
lion postwar jobs and an annual 
national income of $140 billion, 
in 1940 dollars. 

“We have reached that level to- 
day, and I believe that we can 
exceed it. 

“The research program is not 
a permanent assignment. But we 
intend to tackle the job thoroughly 
enough to make a definite con- 
tribution to the nation’s economy.” 


CED RELEASES STUDY 
ON BUSINESS FINANCING 


New York, May 23.—Available 
resources are adequate to supply 
the total amount of loan and in- 
vestment capital required by Amer- 
ican business in meving to a high 
employment peacetime economy, 
Prof. Charles C. Abbott of Harvard 
Business School points out in a re- 
port on “Financing Business Dur- 
ing the Transition,” for the Com- 
mittee for Economic Development. 

Prof. Abbott points out, how- 
ever, that there is a possible lack 
of equity money, a need for greater 
flexibility in short-term and inter- 
mediate credit, and an opportunity 
and need for local underwriting of 
small business. 


Need Additional Investment 


He assumes that an average of 
$6,000 of investment is needed to 
create a business job. With a 
minimum employment goal of 
nearly 11,000,000 jobs above the 
immediate prewar level, an addi- 
tional investment of $65 billion 
may be required in the transition 
period. Of this, $50 billion is likely 
to be for fixed assets and $15 bil- 
lion for current assets. 

This demand would be met by 
large volume of cash and cashable 


_ METHODS ‘3 


WATT Publishing Co., MOUNT MORRIS, ILL. 


| 


items of corporations; retained 
earnings of business concerns; 
greatly increased funds held by 
financial institutions and commer- 
cial banks. Especially significant, 
Prof. Abbott finds, “is the tre- 
mendous amount of liquid assets 
accumulated by individual persons.” 


Deposits Accumulating 


In the five years ended Decem- 
ber, 1944, individuals accumulated 
currency demand deposits, time 
deposits and federal securities 
totaling $70.9 billion, including 
$14.5 billion in demand deposits 
and $12.5 billion in time deposits, 
according to Federal Reserve 
estimates. These funds, which 
increased further in 1945, Prof. 
Abbott regards as a proper source 


iS 


of business capital. For tapping 
them he advises developing new 
methods of merchandising securi- 
ties, with safeguards for small 
investors. Two-thirds or more of 
the liquid assets accumulated by 
individuals during the war are 
estimated to be held by people in 
low- and middle-income brackets. 


Finance Group to Meet 

The Financial Advertisers Asso- 
ciation will hold its annual conven- 
tion at the Fairmont Hotel, San 
Francisco, Oct. 7-10. L. E. Town- 
send, vice-president in charge of 
advertising, Bank of America, and 
Fred Kerman, vice-president, Pa- 
cific Mutual Life Insurance Com- 
pany, both past presidents of the 
association, will be in charge of 
planning the convention. 


If You have a Product Story 
to tell the Doctor... 


YOU CAN TELL IT BEST 


in the publication that is 


FIRST 1 tHe mepicat Fietp 


“The Sun is one of the best 
advertising mediums we use” 


EXECUTIVES IN THE AUTOMOBILE BUSINESS in New York City 
The Sun as a valuable advertising medium. But more than that, they read 
The Sun. Its honest and accurate news-reporting . . . wide variety of interesting 
features... thorough and reliable coverage of business and market news appeal 
to men who make it their business to be well informed. Their judgment further 
corroborates the findings of the L. M. Clark organization's independent research 
which rates The Sun "one of the best read metropolitan dailies." 


SOME OF 
THE SUN'S 
FAMOUS 
FEATURE 
WRITERS 


* 


know 


GEORGE E. SOKOLSKY 


One of the nation's 
most astute analysts of 
political and economic 
alee commands a 
uge following with his 
column "These Days." 


Glidden-Buick Corp. 


newspaper.” 


ARTHUR LEE NEWTON, President 


“During the forty-six years that I have 
been an executive in the automobile busi- 
ness The Sun is one of the best advertis- 
ing mediums that we have used, and I 
consider it the outstanding evening news- 
paper. Its substantial and honest news- 
reporting make it an unexcelled quality 


* 


DELOS W. LOVELACE 


Reveals little known and 
interesting facts about 
people in the headlines 
in his robust column 


"Who's News Today.” 


* 


DAVID LAWRENCE 


Among the nation's 
most respected news 


Bishop, McCormick & Bishop 


and Plymouth cars.” 


CLIFFORD M. BISHOP, President 


“The Sun covers all the news a business 
man needs to read and its features are 
interesting and entertaining. As an ad- 
vertising medium it has always’ repre- 
sented a valuable market for our Dodge 


analysts and political 

writers. "Today in Wash- 

ington” is interesting, 

accurate and widely- 
quoted. 


* 


WARD MOREHOUSE 


Intimately records the 
daily pulse beat of the 
theater and writes 
about . interesting per- 
sonalities in New York's 
night life in his "Broad- 
way After Dark.” 


HARRY M. WILLIAMS, President 
H. M. Williams Co., Inc. 


“YJ read The Sun every day to keep well 
informed on current events. Its news-re- 
porting is unexcelled and I always enjoy 
‘Broadway After Dark,’ by Ward More- 
house. The Sun is a valuable guide to 
business interests and advertising our 
Studebaker cars in its columns has al- 


ways proved to be successful.” 


* 


“HI? PHILLIPS 


His popular "Sun Dial” 

is chock full of home- 

spun humor. "Hi" is the 

average citizen express- 

ing himself with gusto, 

point and great com- 
mon sense. 


Che saletaiin Sun 


NEW YORK 


Represented in Chicago, Detroit, San Francisco and Los An- 
geles by Williams, Lawrence & Cresmer Company; in Boston, 


Tilton S. Bell. 


THE SUN COUNTS WHERE OPINION COUNTS 
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Perfex Reveals 
New Low-Cost 
Color Prints 


Milwaukee, May 22.—Reproduc- 
tion of full-color pictures at a cost 


Hannah Appointed 


Hannah Advertising Company, 
San Francisco, has been appointed 
to direct western advertising for 
Western Pacific Railroad begin- 
ning June 1. Reincke, Meyer & 
Finn, Chicago, will place the rail- 
road’s eastern advertising. 


Marketers Elect Hanes 


Ralph Hanes, sales promotion 
manager of the mechanical goods 
and wire and cable divisions of the 
United States Rubber Company, 
New York, has been elected presi- 
dent of Industrial Marketers of 
New Jersey. 


oli i inal i 


Crane Dealers 
View Dial-ese 
No-Drip Faucets 


Chicago, May 21.—Crane Com- 
pany’s new Dial-ese faucets are 
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plete line of “fingertip-control, 
non-drip” faucets which operate in 
a manner similar to tuning a radio 
dial. The item will be mentioned, 
but not featured, in the company’s 
regular national advertising, a 
Crane spokesman said. He ex- 
plained that it is the company’s 
policy to sell the whole program 


| claimed to be much lower than con- JWT being stressed in a series of 135| rather than emphasize individual 
4 ventional color engraving is claim- Ori ™ aneitees owe a Potecson Adds Account meetings sponsored throughout the | specialties. 
ed by the Perfex Corporation. rin Smith, art director, an Electronic Products Company, country this month for Crane 


through the development of a new 
photographic halftone process. 

Perfex, manufacturer of auto- 
matic temperature controls and in- 
dustrial engine radiators, has set 
up a new unit, Perfex Color Print 
division. The process, developed 
during the war, produces full-color 
reproductions of kodachrome or 
other color transparencies, paint- 
ings or color subjects direct from 
the originals, officials said. Repro- 
duction is made from photographic 
halftone negatives and no copper 
halftone or litho plates are used. 
Technical aspects of the process 
are not being disclosed. With pres- 
ent equipment, prints up to 8x10 
inches can be made in quantity. 

Officials point out that ballooning 
use of color in advertising and sales 
literature provides a ready-made 
market for the process which, they 
said, “retains the true photographic 
beauty of the subject, unobtainable 
with conventional printing proc- 
esses.” 

The color prints were described 
as ideal for use in advertising or 
catalog “tip ins,” product photo- 
graphs, display cards, inserts, sales 
manuals, calendars and other pro- 
motional aids. 


William T. Adams, of the copy 
staff, have been transferred by J. 
Walter Thompson Company from 
Chicago to the Los Angeles office. 


Mount Vernon, N. Y., maker of 
power tubes and electrodes, has 
named Peterson & Kempner, New 
York, to handle its advertising. 


dealers. 
Newest item in the Crane pro- 
gram, Dial-ese comprises a com- 


Crane dealers, however, are re- 
ceiving complete information con- 
cerning the Dial-ese faucet, which 
is the most discussed new feature 


ONE 


First she coughed, then she 
wheezed, and then—then 
| choked her! Oh, Mr. 
Handy, it was awful— 


she ded! 


eee 


———ceenataaneeneaiemny 


Who? Where? My goodness! 


—O 
| 


fe 


Is this the only wrench 
you've got, Sally? 
When a car goes 
dead, you need tools. 


Will Sponsor Ball Game 
The third annual Esquire All- 
American boys baseball game, to 
be played at Wrigley Field, Chi- 
cago, on Saturday, Aug. 10, will be 
carried over the full American 
Broadcasting Company network. 
The broadcast will be privately 
sponsored by General Mills, Minne- 
apolis, through Knox-Reeves 
Agency, Minneapolis, and Wilson 
' Sporting Goods Company, Chicago, 
} through Ewell-Thurber 


Oh, | don’t know. I’ve only been 
married three weeks and it’s Bill’s 
1 car. He'll be at the railroad station 
é % in ten minutes! He'll think I've 
smashed up somewhere! Boo-hoo- 


7 Agency, 
“ Chicago. 
Form Publishing Firm 


Business Press, a printing and 
publishing company, has_ been 

<i formed in Milwaukee, headed by 
” David K. Steenbergh, president, 
and C. O. Hinrichs, vice-president. 
Mr. Steenbergh was previously an 
officer of Editorial Service Com- 
pany and Mr. Hinrichs was former- 
ly vice-president of Broadway 


Press. This is Mechanix Illustrated, the best magazine Fi\ 
a handy man ever had. It’s full of articles on 
fixing things and making them too. | wouldn't | 
» For be without it. 
: c f It’s got wonderful pic- 
. tures in full color. 
overage u —_— And look! There's | 
m North Carolina's. acuees | 
time. | 
No. 1 Market— | 
Winston-Salem | 
Greensboro 
High Point — 
Sid 


WSJS 


WINSTON-SALEM 


magazine. In fact, A.B.C. shows that more men buy 
Mechanix Illustrated at the newsstand than any other 
mechanical magazine. Moreover, they’re enthusiastic, 
cover-to-cover readers. Your advertising will reach 
them in Mechanix Illustrated. Tell your story there— 
they’ll read it and tell it over again to their neighbors. 


“Mr. 
newsstands for their surest helper, the latest Mechanix 
Illustrated. These are the friendly folks—over 600,000 
oo strong—to whom you turn when your car balks or the 


Every month America’s Handy’s”’ rush their 


5000 WATTS —600 KC 


FAWCETT PUBLICATIONS, INC. 
295 Madison Avenue, New York 17, N. Y. 
World's Largest Publishers of Monthly Magazines 


Representatives 


HEADLEY - REED COMPANY 


radio quits or your camera gets on the blink. Mechanix 
Hlustrated is their favorite how-to-do-it, how-it-works 
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at the company’s annual meetings 
for dealers now either planned or 
under way in 126 branch cities 
and in secondary territories. About 
one-third of a special training film 
being shown at the meetings is 
devoted to Dial-ese control. Al- 
though stocks are expected to 
increase, the faucet has been 
shipped in very limited quantities 
for only about 60 days. 


Ease of Operation 


Principle of Dial-ese is a valve 
mechanism which shuts off in the 


same direction as the water flow, 
allowing water pressure to aid in 
closing the valve. While this idea 
is not entirely new, conventional 
faucets must be closed against 
water pressure, a Crane official 
said. Lubrication of stem threads 
provides further ease of operation. 

Dial-ese, along with the complete 
Crane line of plumbing, heating, 
pumps and fixtures, will be sup- 
ported with national advertising 
to the trade, architects, real estate 
men and consumers. Crane adver- 
tises extensively in business pa- 


pers, shelter magazines and a 
limited number of farm papers. 

Buchen Company, Chicago, han- 
dles the account. 


U. S. Rubber 


Sponsors Telecast 

United States Rubber Company 
will sponsor ABC’s exclusive four- 
station television coverage of the 
Automotive Golden Jubilee in De- 
troit May 29-June 9. Films record- 
ed by ABC cameramen will be 
flown by Pennsylvania Central air- 
liner to New York for editing and 


subsequent telecasting from New 
York, Washington, Philadelphia 
and Schenectady. 

Later U. S. Rubber will distrib- 
ute a sound motion picture based 
on the telecast for showing in cities 
where the company’s branch tire 
offices are located. 


Magazine Changes List 


Successful Farming, Des Moines, 
with its June issue, has begun list- 
ing advertisers by product, rather 
than by company name, with prod- 
ucts classified for speedy sub- 
scriber reference. 


FIVE 


It’s a cinch to fix now. Mechanix Illustrated explains things 
so anyone can understand them. 
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Now, | think I've got it— 
it says ‘‘Turn to Page 63”. 


Pine 


t, Handy tevives the 


Don't thank me—thank 


ead / 


, 4 


ls THIS the time 
to read? 


But you learned 
so many mechan- 
ical things in the 
Army. No won- 
der you're the 
neighborhood's 
"handy man", 
Mr. Handy. 


Mechanix Illustrated. 


Ariel Books Formed 

Ariel Books, publisher, has been 
formed in Chicago at 75 E. Wacker 
drive, by George Pellegrini and 
Sheila Cudahy Pellegrini. Mr. Pel- 
legrini formerly was head of Cud- 
ahy Packing Company’s research 
department. Mrs. Pelligrini is a 
teacher of romance languages at 
Barat College, Lake Forest, Ill. W. 
Bond Wheelwright Jr., general 
manager of Devin-Adair Company, 
a York, will have charge of 
sales. 


Melamed-Hobbs Named 


Raymond Laboratories, St. Paul, 
Minn., has appointed Melamed- 
Hobbs, St. Paul, to direct its ad- 
vertising of permanent wave prep- 
arations to the beauty trade. Na- 
tional trade publications, direct 
= and dealer displays will be 
used. 


‘Tribune’ Tests Facsimile 
The Chicago Tribune has begun 
testing facsimile broadcasting, 
transmitting a four-page edition 
for the first time May 11, from 
the Tribune Tower to the Wheaten, 
Ill., home of Col. Robert R. McCor- 
mick, publisher of the Tribune. 


Between the washing of the lunch 
dishes, and the peeling of the 
‘spuds’ for the family dinner, that 
“let down” period of the afternoon 
when my lady, the housewife, is be- 
ginning to wonder if the home is 
worth the effort, there comes a pro- 
gram over KFI that is designed to 
work miracles for feminine spirits 
through a daily fifteen minutes of 
entertainment. Known as “LADIES 
Day; this program airs Monday 
through Saturday at 4:00 p.m. (14 
hour on Saturdays) and stars three 
talented males who entertain their 
large woman audience as jolly good 
friends and first class performers. 
Their names? Of course. Bill Stulla 
emcees “LADIES DAY” and provides 
the impersonal but intimate patter. 
The young tenor, Bill Shirley sings 
a song or two from an amazing rep- 
ertoire that includes all the popu- 
lar ballads and many a classic... 
and Bob Mitchell, the noted organ- 
istzpianist, ties everything together 
with the most listenable sort of 
music. 


All in all, “LADIES DAy” is a new 
high in local programming which 
can be considered by advertisers on 
an announcement basis. Business is 
already good on this program but 
there’s now room for one more an- 
nouncement. Contact KFI Sales or 
Edward Petry Co. for further infor- 
mation, 


CLEAR CHANNEL 


win OFT 3x 
©. Gating. dre. 


y NBC tor 10s aneuts ge 


Represented Nationally by Edward Petry and Company, Inc 
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Newspapers Combine 


France-Amerique and La Vic- 
teire, two French-language news- 
papers in the U. S., have combined 
as France-Amerique, under editor- 
publishership of Michel Pobers, 
president of Foreign Language 
Publishers, New York. 


Verney Appoints Grady 

Verney Fabrics Corporation, 
New York, has appointed the Rob- 
ert B. Grady Company, New York, 
to handle advertising. 


To Publicity Associates 


Leonard de Greve, since 1940 a 
publicity and public relations ex- 
ecutive for the Netherlands gov- 
ernment in New York, has joined 
Publicity Associates, Inc., New 
York, as an associate. 


Johnson Adds Duties 


Keen Johnson, a vice-president 
of Reynolds Metals Company, Rich- 
mond, Va., has been named com- 
pany director of public relations, 
with headquarters in Washington. 


PRODUCTION...toa‘ tea!” 


What a 


+ oh 


e past four 


years have been. We haven't 


had a single problem—not one 


moment’s worry nor a crease 


upon our brow. It has been tea 


at four-thirty—of production, not 


a thought. The results have been 


most cheering—perhaps you'd like 


a tot. 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 EAST-WEST HIGHWAY 


SILVER SPRING, MARYLAND 
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DIGEST 


‘THE VOICE OF THE SERVICE MAN’’ 


Offers You 
The Largest Paid 
Circulation in the 
Automotive Industry 


NEW YORK 
1501 Broadway 
Tom F. Langan 


DETROIT 
6432 Cass Ave. 
J. C. Ely 


CINCINNATI. . . 22 East 12th St. 
119 PUBLICATION OFFICES 


CHICAGO 
141 W. Jackson Bivd. 
Frank X. Finn 


LOS ANGELES 
403 W. Eighth St. 
R. H. Deibler 


Maine Potato 


Promotion Cost 
2 Mills on Dollar 


Augusta, Me., May 21:—The pro- 
motional cost for Maine potatoes is 
less than two mills for a dollar 
return, according to a nine-year 
study released by the Maine Devel- 
opment Commission. During those 
nine years, the industry has grown 
from $11,000,000 to $65,000,000. 

Earlier in the month, speaking 
before the Idaho Potato & Onion 
Shippers Association in Boise, 
Sturges Dorrance, chairman of the 
board of Brooke, Smith, French & 
Dorrance, agency handling the 
Maine account, told Idaho shippers 
that from the season of 1937-38 
to 1945-46, Maine growers received 
in excess of $310,000,000, while 
Idaho growers received more than 
$163,000,000. 

Idaho’s promotional program 
costs its growers approximately 
two and one-half mills per dollar 
return, with their biggest single 


year’s return being $36,000,000. 
Mr. Dorrance urged the Idaho 
group to study Maine’s plan where- 
by the promotional fund is financed 
by a cent-a-barrel contribution 
both from grower and shipper, and 
to add to its half-cent per hun- 
dredweight now paid by the grower 
an additional half-cent. Idaho Ad- 


vertising Service, Boise, is the 
agency. 
Calorie Chart Offered 


“Calorie Chart” has been pub- 
lished by Fisher Flouring Mills 
Company, Seattle, in cooperation 
with the government’s program in 
the international food emergency. 
The folder tells what should be 
chosen for a well-balanced low-cal- 
orie diet. 


Baker Appointed 


Baker Advertising Agency, To- 
ronto, has been appointed to handle 
the advertising of Golden Virginia, 
a new brand of cigaret made by 
Royal Canadian Tobacco Company, 
Toronto. Thousand-line copy in 
dailies throughout Ontario is being 
used. 


Advertising Age, May 27, 1946 
U. S. Sues White Cap 


The Department of Justice has 
filed suit in federal district court 
charging White Cap Company, 
Chicago vacuum cap maker, with 
anti-trust law violations through 
tie-in agreements for purchase of 
its product. The suit alleges the 
company supplies food packers 
with about 85% of vacuum caps 
used for packing food in glass 
containers. 


Conner Co. Appointed 


Conner Company, San Francisco 
agency, has been appointed by 
Fraser & Johnston Company, San 
Francisco, maker of heating equip- 
ment and Biltwell frozen food stor- 
age and display cabinets. 


Magazine Resumes 

Oregon Outdoors, Oswego, Ore., 
suspended during the war because 
of paper shortages, will resume 
publication in June. M. W. Steele 
is publisher. 


Appoint P&P Agency 
Barium Steel & Forge, Canton, 

O., has appointed Palm & Patter- 

son, Cleveland, as its agency. 
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Mee advertise. In case you am 
volume schedule of urban 
publications, you are getting 
good coverage in five of 
America’s big markets, but 
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Ask your GRIT representative 
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are using only a big 


sixth (Small Town America). 


Statistics show that for coverage 
of towns of less than 2,500 i 
population, you must use GRIT, ; 
the only national publication that ' 
puts more than 75% of its circu- B 
leGon into Seiall Town America, 


to show you the story 
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COMING! ANOTHER 


IMPORTANT MOVE BY GRIT 
COMPLETE ANNOUNCEMENT SOON 
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Roper Pushing 


Sales Program 
for Dealers 


Rockford, Ill., May 21.—Geo. D. 
Roper Corporation, maker oft 
Roper gas ranges, is introducing 
an improved sales training and 
sales control program to dealers, 
utilities and others. 

A two-color, eight-page, 16x11- 
inch booklet summarizing the plan 
is being mailed by the company. 
Entitled “Plans,” the booklet 
covers Roper’s “Springboard to 
Action” series of dealer meetings, 
its sales training program, demon- 
stration units, “Roper Knights of 
the Saucepan” group for dealer 
salesmen, and details of the com- 
pany’s sales control and advertis- 
ing programs. 

In its “Springboard to Action” 
publicity, Roper recommends that 
dealers obtain copies of pamphlets 
by the American Gas Association, 
New York, covering sales training 
and the selection of new salesmen. 
A comprehensive series of pocket- 
size sales training helps for Roper 
salesmen also is offered. Broken 
into groups, this includes ‘10 Min- 
ute Men,” a ten-pamphlet set for 
use at sales or small dealer meet- 
ings, “The Daily Dozen,” a set of 
12 pamphlets discussing various 
features of Roper gas ranges, and 
“The Baker’s Dozen,” offering sug- 
gestions for 20- or 30-minute talks 
before dealer and utility employe 
or civic groups. 


Much Sales Literature 


Other Roper sales literature such 
as “The Power of Words,” “How 
to Sell” and “Selling Wisdom” are 
described and illustrated. 

Roper’s plan for retail sales con- 
trol, including a system of daily 
call sheets, mailing list files and 
record sheets, is similarly dis- 
cussed. “No department, furniture 
or hardware store is too small or 
too large that this plan cannot be 
used,” Roper reports. “It is geared 
to utility sales activities as well as 
to those of the liquefied petroleum 
gas dealer.” 

Demonstration units are shown, 
among them a full-size Roper 
“X-Ray Range” with various sec- 
tions cut away to display construc- 
tion and mechanical features. An- 
other feature of the plan is the 
“Roper Knights of the Saucepan,” 
for salesmen who have qualified 
by preparing a selection of cooked 
dishes chosen for the purpose of 
enabling them to discuss cooking 
intelligently with prospective gas 
range customers. Members are 
awarded a certificate of accom- 
plishment and an apron and chef’s 
cap. 


Cinemart, Inc., Formed 

Cinemart, Inc., has been formed 
in New York, at 101 Park Ave., to 
make 16 mm. sound films and re- 
cordings for educational, industrial 
and television use. Harold Kovner 
is president and Varian Fry is vice- 
president and treasurer. 


Ettinger Adds Branch 

Margaret Ettinger & Co., Holly- 
wood publicity and public relations 
company, has opened a New York 
office at 70 E. 45th St. 


Ingersoll Changes Unit 

Ingersoll Steel division of Borg- 
Warner Corporation has designed 
a new “standard” model of its 
home utility unit, to permit its use 
more readily under the govern- 
ment’s emergency housing pro- 
gram. Much like the former— 
now called “deluxe” model (AA, 
March 4)—the new unit is slightly 
smaller but retains complete bath- 
room and kitchen facilities. 


Smyth Heads Ad Group 


R. Harold Smyth, advertising 
manager, Dominion Rubber Com- 
pany, Montreal, has been elected 
president of the Technical Adver- 
tisers’ Association, Montreal. 


Britain Publicizes 
Need for Exports 


London, May 14.—Great Britain 
will launch an intensive campaign 
either late this month or early in 
June to convince the public of the 
fundamental importance of exports 
to the British economy. 


By this means it is hoped to 
avoid resentment by the public, 
aware of increasing industrial ac- 
tivity, against continued scarcity 
of goods. In many cases, scarci- 
ties are more acute today than dur- 
ing the war, since large quotas of 


production are earmarked for ex- 
port only. 

Newspaper and trade publication 
advertising, posters, short films 
and radio talks will be used. 
About $800,000 has been set aside 
for newspaper copy alone. 


Editors Elect Garrett 


William A. Garrett, Bristol, 
Conn., editor of “New Departure 


News,” published by the New 
Denarture division of General 
Motors Corporation, has been 


elected president of the Business 
Editors’ Club of Southern New 
England. 


Beltone Drive Starts 


Beltone Hearing Aid Company, 
Chicago, through Goldman 
Gross, has launched a $300,000 
campaign to promote its improved 
Beltone Mono-Pac hearing aid de- 
vice, using national magazines, 
newspapers, dealer mailings and a 
new house organ. 


Give National Coverage to Your 
News-Releases Thru the Pages of 
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(Covering 10,000 Dailies & Weeklies) 


480 Lexington Ave., N. Y. City 17 
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1940 % of makes 1944 % of makes 
Rank —First 7 mentioned Rank —First 7 mentioned ' 
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2. FRIGIDAIRE ‘ 26.1 2. FRIGIDAIRE . 22.8 1 
3. SERVEL ELECTROLUX 11.3 3. SERVEL ELECTROLUX 11.8 ; 
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i ie 37 7. NORGE . 49 ' 
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*Private house owners and tenants and 2-famiiy house owners only, as apart- 
ment tenants are usually furnished refrigerators. The PH and 2-F group 
represents 57% of our audience in 1944, 

**GOOD—will last a long time. FAIR—will last through the war. POOR—need 


new one as soon as possible. 


When New York Herald Tribune readers say they'll buy, they're 
not day-dreaming. We KNOW because the Continuing Home 
Study is a sound, practical basis for judging. Since 1938 it has 
bared our readers’ earning, spending, possessions and plans with 
accuracy proved in years of day-to-day application by New 


York retailers. 


Take refrigerators. We can tell you not only how many and what 
makes our families own in what proportions, but also the condition 
— good, fair or poor. (Incidentally, one-fourth are not in good 
condition and need replacement.) 


With such accurate market definition plus knowledge that re- 
frigerators rank third on their “buy as soon as available” list, 
you can figure almost to the penny how much business Herald 
Tribune families mean. You need this inside story to weigh the 


wisdom of advertising to influence this great readership’s buying. 


It's yours upon request. 


Herald <itdiiee Tribune 


CONTINUING HOME STUDY 
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52 
Aids Courtesy Program 


A series of “Emily Post” schools 
instructing Oregonians how to 
treat visitors to Oregon will be 
sponsored by the Oregon Advertis- 
ing Club, Portland, and a state 
tourist committee. A kickoff pro- 
gram to be broadcast over Mutual 
stations, June 8, will inaugurate 
the week of June 9 as Oregon Tour- 
ist Week. 


Appoints Pritchard 


E. M. Pritchard, secretary-treas- 
urer of the reorganized Kitchen 
Overall & Shirt Company, Brant- 
ford, Ont., has been appointed 
sales manager as well. Control- 
ling interest of the company has 
been acquired by a syndicate 
headed by Alex. Bradshaw, presi- 
dent of A. Bradshaw & Sons, To- 
ronto, dry goods wholesaler. 


FOR ACTION 
FROM PRESIDENTS 
TRY DUN’S REVIEW 


McCandlish Art 
Awards Exhibited 


Detroit, May 21.—A display of 
24-sheet poster art, comprising 
about 200 posters, was held re- 
cently at the Book-Cadillac Hotel 
by McCandlish Lithograph Corpor- 
ation, Philadelphia. 

Selected from 500 entries in the 
annual McCandlish Awards, start- 
ed in 1937, all were devoted to pas- 
senger cars. All three winners 


were posters for Ford Motor Com- 
pany. First prize of $1,000 was 
awarded to Edward Krimston, 
Akron; second, $250, to Hans R. 
Boese, Nashville, and third, $100, 
to John Milligan, Philadelphia. 
Rules stipulated original designs 
not previously used in outdoor ad- 
vertising of the product featured. 


Toronto Agency Named 
Harold F. Stanfield, Toronto, has 
been named to handle the account 


Advertising Age, May 27, 1946 


Bass-Luckoff Appointed 

Blue White Products, Los An- 
geles jewelry wholesaler, has ap- 
pointed Bass-Luckoff of Hollywood 
to handle an extensive campaign 
using business papers, direct mail 
and dealer help material. 


Prints Decal Booklet 


Meyercord Company, Chicago, 
has printed a four-color booklet, 
“Decalecomania Sign Ad-Visor,” 
containing 94 illustrations showing 


of the Bank of Nova Scotia, Toron- 
to. 


how leading advertisers use decals 
for store signs. 
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Write today for No. 13 and future issues. 
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Did YOU miss out on 
A GOOD BET? 


If you were one of the many who missed out on The Rapid 


Way No. 11, here is your chance to get a copy of the reprint 
issue No. 13. Its graphic demonstration of electrotypes and 


mats for national newspaper advertising has been acclaimed 


Also, now is the time to have your name added to the mailing 
list to receive these highly informative bulletins. They 
belong in the personal file of every advertising executive 


concerned with national newspaper advertising. 


NEW YORK PLANT: 
Atlantic Electro. & Stereo. Co. 


SAN FRANCISCO PLANT: 


Vanderbilt 6-3286; Teletype: NY 1-1323 


Rapid Electrotype Co.; Douglas 8427 


| World's Largest Advertising Plate and Mat Makers Specializing in 
Distribution Direct to National Newspapers and Local Dealers 


Main Plant: CINCINNATI 14, OHIO ¢ Parkway 3577; Teletype: Cl 496 


DETROIT PLANT: 

Northern Electrotype Co. 

Madison 6780; Teletype: DE 91 
CHICAGO OFFICE: 

Rapid Electrotype Co.; Dearborn 20 


orrPe Co. 


PHILADELPHIA PLANT: 
Rapid Electrotype Co. 
Rittenhouse 5902 
ATLANTA OFFICE: 
16 Rapid Electrotype Co.; Walnut 8113 
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Bowles Authors 
Blueprint for 
U.S. Prosperity 


New York, May 22.— Chester 
Bowles, advertising man who be- 
came OPA head, turned prophet- 
author-economist with the pub- 
lication, May 20, of “Tomorrow 
Without Fear,” his blueprint for 
an American economy of abun- 
dance. 

The book, published by Simon 
& Schuster, is written in simple, 
first person style with many il- 
lustrations. The first printing is 
50,000 paperbound and 5,000 cloth- 
bound. 

Mr. Bowles believes that ex- 
treme fluctuations of the business 
cycle may be avoided by a policy 
of public investment to take up 
the slack when private investment 
falls off, and by the creation, 
through private and government 
enterprise, of enough purchasing 
power to buy the volume of goods 
available through full production. 


Lists U. S. Problems 


In “An Inventory of America— 
1940,” Mr. Bowles points out that 
even then three out of four Amer- 
icans had improper diets, one out 
of four lived in slums, 1,200 out 
of 1,300 counties had no hospitals. 
Two out of five men failed to meet 
Army standards, and fewer than 
half the children finished hign 
school. Analyzing the 1929 col- 
lapse, he concluded, “If we need 
any demonstration of the fact that 
our economy can choke itself to 
death on too many profits, the 
’20s provide that demonstration. 
If ever it has been demonstrated 
that prosperity cannot continue 
unless enough income is_ being 
distributed to all of us—farmers 
and workers as well as business- 
men, it was demonstrated in the 
206.” 

The economic lesson of World 
War II, Mr. Bowles says, was that 
“during the war, by producing up 
to our capacity, we had enough to 
win a crushing victory over our 
enemies and to raise our standard 
of living too. It follows that if 
in peacetime we all continue to 
produce at capacity we can re- 
build this country and at the same 
time raise our standards of liv- 
ing.” 


Predicts Bigger Economy 


He says a $200 billion economy 
is not only possible but necessary 
in the late ’40s and that a $400 
billion economy is possible in the 
60s. To achieve this goal he 
recommends first of all “a better 
division of a _ bigger economic 
pie.” While stressing the need to 
keep the incentive system, he says 
that “we need a greater equality 
in distribution of national in- 
come.” More wages must be paid 
out to workers in the lower in- 
come groups. Business must make 
narrower profits on each individual 
unit but a greater volume of sales. 


woo , y 
CATALOGS 
OF MANY 


LEADING ADVERTISERS 
CARRY THIS IMPRINT... 


EDWARD STERN & CO., INC. 
Printers Since 1871 
PHILADELPHIA - NEW YORK - BOSTON 


The government should sustain 
the market by investing in public 
works when private investment 
fails to reach the volume neces- 
sary. It should make determined 
efforts to encourage maximum 
free competition, raise minimum 
wages and extend social security. 
He urges tax revision to raise 
purchasing power, “a bold plan” 
to build a minimum of 12,000,000 
homes in the next ten years, the 
development of foreign trade and 
foreign loans. He recommends 
that farmers’ prices be supported 


by the government, farm crops be 
insured and that a greater share 
of government building and serv- 
ices go to rural areas. 

His plan would be to raise the 
average family income and stand- 
ard of living of the lower third of 
the nation from $527 in 1940 to 
$1,355 in the late ’40s and $3,370 
in the late ’60s, while the middle 
third would rise from $1,311 to 
$2,830 to $6,545 and the top third 
from $3,722 to $6,290 to $9,915 in 
the same periods. 


OAI Opens New Office 


Outdoor Advertising Incorpo- 
rated has opened new sales offices 
at 4404 White-Henry-Stuart build- 
ing, Fourth and Union Sts., Seattle, 
under management of Edward T. 
Martin Jr. 


Kaufman Joins Calvert 


Zenn Kaufman, formerly mer- 
chandising expert of Lennen & 
Mitchell, New York, has joined 
Calvert Distillers Corporation, 
New York, as mechandising man- 
ager. 


53 
Condon Joins Royal 


Charles L. Condon, formerly a 
packaging consultant in New York, 
has been appointed advertising 
manager and art director of 
Thomas M. Royal & Co., Phila- 
delphia manufacturer of flexible 
containers, printed sheets and rolls 
made from papers, films and foils. 


To Shappe-Wilkes 


Harry Gretske Company, New 
York, has named Shappe-Wilkes 
as agency for Belle-Meade bour- 
bon liqueur and other products. 


y 
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YOU CAN’T TEAR HER AWAY FROM 


seventeen 


—she’s glued to her favorite magazine. And there are 850,000 others 


just like her—high school girls who look to SEVENTEEN when they’re 


planning their future ... high school girls who will graduate best-read 


in the class, thanks to the young girl’s service magazine, SEVENTEEN 
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ClevelandOutbuys 
23 States, Liquor 


Analysis Reveals 


Cleveland, May 22.—Despite its 
331 bone dry townships and 488 
townships where there is no sale 
of liquor by the glass, Ohio man- 
aged in 1945 to rank fifth in the 
nation’s liquor sales, with Cuya- 
hoga County (metropolitan Cleve- 
land) consuming more liquor than 
23 states where liquor sales are 
permitted, 

In its 11th annual analysis of 
Ohio liquor sales, the Cleveland 
Press disclosed that Ohio’s eight 
“big-city” counties, including 
Cleveland, Toledo, Columbus, Ak- 
ron and Cincinnati, accounted for 
70.7% of the state’s total expendi- 
tures. Cleveland’s 1,228,803 resi- 
dents (Nov. 1, 1943) spent more 
than $35,000,000 on liquor last 
year. Columbus ran second with 
liquor sales of about $11,000,000. 

Only 541 of Ohio’s 1,360 town- 
ships are completely wet, selling 


To sell anything MEN buy... 


PM” 


It’s easy to make an impression 
on the “P.M. Minp’’—because 
the man who buys Popular 
Mechanics year after year is a 
deliberate ad reader, not just 
an ad looker. 


There are 344 MILLION of 
these alert, inquisitive, open- 
minded men—a lively, result- 
producing market for every 
man-bought product from 
shampoo to shotguns. 


It pays to put Popular Me- 
chanics on your schedule and 
REACH THE P. M. Minp! 


No, the makers of these hair tonics don’t 
all advertise in Popular Mechanics. We 
think they could do so profitably. 3% 
MILLION men buy a lot of hair tonic. 


liquor either in package form or 
at bars. 

More than 68% of all liquor 
sales were spirit blends, according 
to the analysis. Leading brands 
by gallons sold were headed by 
P. M. De Luxe, of which 605,940 
gallons were sold during 1945. 
Bond & Lillard followed with more 
than 358,000 gallons. Total state 
gallonage was 7,631,785 during 
1945. ’ 

Cleveland’s total gallonage for 
the year was more than 2,646,- 


000, leading the second city, 
Cincinnati, by more than 1,100,000. 
State per capita liquor expendi- 
tures, were $17.03 while per capita 
figures for Cleveland were com- 
puted at $28.52, almost double the 
statewide average. 


To Bass-Luckoff 


Louis I. Kevitt, Los Angeles, has 
placed its advertising with Bass- 
Luckoff of Hollywood. Trade pub- 
lications, direct mail, dealer helps, 
newspapers and window displays 
will be used. 


Anderson, Davis Named 


The Chas. Fischer Spring Com- 
pany, New York, and its sales sub- 
sidiary, the Chas. Fischer Com- 
pany, have appointed Anderson, 
Davis & Platte, New York, to 
handle advertising on springs, sun 
glasses, and a varied line of metal 
products for the home. 


Appoints Dallas Reach 


The American Insurance Com- 
pany, Newark, has named Chas. 
Dallas Reach Company, New York 
and Newark. 


Advertising Age, May 27, 1946 


Rejoins Pittsburgh Glass 

Robert Wardrop, recently re- 
leased from the Army, has re- 
joined Pittsburgh Plate Glass 
Company, Pittsburgh, as assistant 
manager of glass advertising and 
promotion. 


Miss Polan Heads Copy 


Beatrice Polan, formerly with 
the advertising department of 
Consolidated Edison gi LE 
New York, has joined Rodgers & 
Brown Advertising, New York, as 
copy chief. 


bake on top. 


spot. 


STATIONS 


Daytime Programs, Weekday 
—W4JW takes the first four 
out of five places, with Clam- 


Best Program, all classes — 
WJW takes not only Best pro- 
gram but three places in these 
five listings. 


Night Programs, Weekday — 
First and second in another 
field of five give WJW top 


end entertainment. 


_ that WJW has a larger Cleveland morning — 
_ audience and a larger Cleveland afternoon 


Night Programs, Week-end— 
Discriminating Cleveland 
audiences vote WJW's Barn 
Dance Jamboree first in week- 


THE CLEVELAND PRESS, April 8, 1946 
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Radio by 
I STANLEY ANDERSON 


Station WJW Gets Most Points 
in Press 1946 Local Radio Poll 


former, All Classes, 


Bell. 


not unaware of Joes 


with ties indicated: 


1: Clambake, WJW. 


4: Bandstand, WJW. 


3: Golden Keys, WJ 
4: Uncle Henry’s 
WTAM. 


Record Shows — Here WJW 
takes three out of five ratings, 
first, second and fifth places. 


third place with 20 points. 

Dialers gave WJW seven out of 4 
19 first places. WGAR, WTAM and 
WHK tied with four firsts each. 5 
Best Program, All Classes, went to 
WJW for its Clambake, which nosed 
out WHK’s In a Nutshell. 
was WHK’s 
Rance Valentine, who barely shoved 
out WJW’s Howie Lund and Do 


aiecifalers are 
programs. For 
60 shows were named 
Bes Program honors. 
40 individuals were named in 
the Best Performer category. 

Top honors, l.owever, went to the 
following, in the order named and 


Best Program, All Classes 


2: In a Nutshell, WHK. 
3: This Is Goodnight, WJW. 


1: Charming Children, 
2: Fairytale Theater, 


WJW, Cleveland’s ABC outlet, chalked up the greates 
number of points in The Press 1946 Local Radio Poll. 
upon the number of first, second and third places accumu 
lated, Bill O’Neil’s station came up with 44 points. 

WGAR, the CBS affiliate, moved into second place with 29)| ™=™™ 
points, while WHK (Mutual) and WTAM (NBC) tied for 


Baseu 


; 


Best Per- 1: Clambake, WJW. 

3: Bandstand, WJW. 

4: Tello-Test, WJW. 

5: Range Riders, WGAR. 
Aristocrats, WGAR. 


More 1: Big Broadcast, WHK. 
2: City Club, WGAR. 


4: Sohio News, WTAM. 
5: Brooke Taylor, WJW. 


3: In a Nutshell, WHK. 


5: Tom Manning. 


ww. 


ba rag 
Henry George, WTAM. 


5: Irish Hour, WHK. 


Record Shows 
1: Bandstand, WJW. 


: Rhythm Club, WGAR. 


: Melody Time, WJW. 


Individual Performers 
1: Rance Valentine, WHK. 
2: Howie Lund, WJW. 

3: Don Bell, WJW. 
4: Pappy Howard, WJW. 
5: Tom Manning, WTAM. 


Male Vocalist 
1: Dick O’Heren, WHK. 
2: Reg Merridew, WGAR, 
3: Pappy Howard, WJW. 
4: Tommy Terrell, WGAR, 
5: Pie Plant Pete, WJW. 


Female Vocalist 
1: Judy Dell, WGAR. 
2: “Tex Anne, WJW. 


Nina Ruvinoff, WTAM. 
4: Ginny Alvarez, WHK. 
5: Marian Brent, WGAR. 


Instrumental Soloists 
: Henry Pildner, WGAR. 


1: 
2 

Walter Trimmer, WJW. 
3:. Earl Rohlf, WHK. 
4: Hank Kahoot, WHK. 
5: Nell Riggs, WHK. 


WGAR. 
Range Riders, WGAR. 
: Henry George, WTAM. 


1: Howie Lund, WJW. 


2: Minority Opinion, WJW. 
: Bungalow for Joe, WHK. 
4: WRU Round Table, WGAR, 
: Modern Farmer, WTAM. 


Daytime Programs Weekday a 
2: Don’s Early Light, WJW. 


Daytime Programs, Week-Enié 


3: Barn Dance Preview, WJW. 


Night Programs, Weekday 
1: This is Goodnight, WoW. 
2: Campfire Melodies, WJW. | 


4: Quiz of Two Cities, WGAR. 


S, | Night Programs, Week-End 
1: Barn Dance Jamboree, | 
2: Serenade for Smoothies, 


4: Cleveland Orchestra, WHK. — | 


1 
:7 2: 
: Don’s Early Light, WJIW. i . 


4: Impressions in Wax, WGAR. 


3: Dorotha Brooks, WTAM. 


: Dorothy Crandall, WTAM. 


Live Musical Programs 
1: Serenade for Smoothies,] 


hs 

3 

4: Sammy Watkins, WTAM. 

5: Cleveland Orchestra. 
Studio Announcers 


} 


week-e1 
number 
cast f{ 
grams | 
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Advertising Age, May 27, 1946 


Aluminum Use 
Said to Exceed 


Wartime Peaks 


Chicago, May 22.—Demand for 
aluminum is expanding so rapidly 
that additional facilities beyond 
peak wartime capacity will shortly 
be needed, Modern Metals asserts 
in a marketing appraisal of alumi- 
num and magnesium which is now 
being given limited distribution in 


oes 


— ca 
SE 


the field. 

The marketing appraisal esti- 
mates the volume of both alumi- 
num and magnesium likely to be 
consumed in 100 or more types of 
fabrication or use, and concludes 
that “well over one and one-half 
billion pounds of aluminum will 
be consumed between May, 1946, 
and May, 1947.” The demand for 
magnesium in the same period is 
estimated at 200,000,000 pounds, 
450,000,000 pounds. Advertising, 
about half the wartime peak of 


in the form of signs, portable dis- 
plays and plates, will probably use 
500,000 to 900,000 pounds of alumi- 
num, worth from $100,000 to $300,- 
000, during the period. 

Not only are the merits of the 
light metals themselves tending 
to increase volume, says the paper, 
but higher prices for other metals, 
coupled with static or lower prices 
for magnesium and aluminum, are 
tending to make the cost of the 
light metals relatively more favor- 
able. 


Leaves American Airlines 


Charles A. Rheinstrom has re- 
signed as vice-president in charge 
of sales of American Airlines, New 
York. His plans were not an- 
nounced. Mr. Rheinstrom will be 
succeeded by R. E. S. Diechler, 
formerly vice-president in charge 
of administration. 


Now ‘Realty & Building’ 

The Economist, Chicago real es- 
tate and construction weekly, has 
changed its name to Realty & 
Building. 


Mr. O’Heren 


Mr. Lund 


For his own information and guid- 


ance...Stanley Anderson...noted 


radio columnist on Cleveland's 


largest local-circulation newspaper 


... conducted the completely in- 


dependent city-wide listener poll 


~ Mr. Pildner 


which appears on these pages. 


ul t i 


St. Agnes Church 
Rockville Centre, Hempstead Town 


Hempstead Towners have been 
awed by famous New York City 
churches . . . St. John the Di- 
vine’s, Temple Emanu-El, St. 
Patrick’s, Old Trinity . . . So 
have sight-seers from Walla 
Walla. 


But Hempstead Towners take 
more than a sight-seer’s interest 
in Hempstead Town churches 
. . . and only the local news- 
paper can satisfy that everyday 


day —opposed to holiday—interest 
Jw. CLEVELAND’S RADIO FAVORITES are named in the 1946 . with news of services, parish 
(JW. | Press Local Radio Poll. Four of those getting honor berths activities, marriages, christen- 
Gar. | 2re Dorothy Fuldheim, W]W’s news analyst; Henry Pild- ings, funerals . . . 

ner, WGAR's musical director; Dick O’Heren, WHK’s Irish ade 

End tenor, and Howie Lund, WjW's announcer and platter ™ Nassau seg nose 
“ jockey. only newspaper edited primarily 
poree, |_! 

; for Hempstead Towners, de- 
me 2 oe votes Page Two each Saturday 
r | 4: Bob Ledyard, WJw. to Sunday and mid-week serv- 
WHK, | 5: Stan Peyton, WJW. ices . . . carries during a repre- 

Sportscasters listenes "2 "© 1 ck sentative 6-day week more than 
} 1: Tom Manning, WTAM. Studio Announcers — Howie eners and q ae oice sai ; 8,000 lines of local church news. 
‘7 4 ey nee ge Meg . Lund, pictured above and _ great Clevelie. nd m onan i 
TW. 4: Jack Graney (no affilia- three other popular WJW 4 Make sure your copy row 
GAR, | tion). announcers take a smashing beyond the marginal stage o 
News Reporters four out of five. Hempstead Towners’ interests. 
1; Wayne Johnson, WTAM. The Nassau Daily Review-Star 
Hy 3: Bill hous WOAR. brings local church, civic, school, 
4: Murray Young, WHK. social and shopping news into 
| 5: Marvin Cade, WJW. 41,000 homes, embracing 150,- 
‘L News Analysts , 000 persons . . . concentrates 
be Lago 4 ae ! Dorothy Fuldheim, Commen- 90% of its circulation in Hemp- 
, aUACe, . 1 tator-News Analyst would be dT 
3: Murray Young, WHK. ; 1g eat , stea own. 
R. Least Off c 1 a “first” on any station. She 
, = gh nga ommercials | helps WJW lead “all the rest.” Hempstead Town — with $76,- 
R. 2: Burrows, WHK and WGA 200,000 of retail food sales 
: 3: Ohio ae by yearly — ranks 22nd in the na- 
S as tion . . . surpasses Rochester, 
5: Tavlor’s, WHK. H . Ake Hartford. N 
——|_In the last category on T- Female Vocalist — Judy Dell ouston, Akron, Hartford, New 
aM, lots: What New Progra Would ip anadinid te. enatiias att Orleans —_ 
* you Like, there were Amore sug- cr oS one anon. 
M. gestions than all the pfogram man- pn bag she belongs, is 
» agers in the countyf could shake proud that she is “as sweet 
Re Sticks at. Greatest/cry was for the as her songs”, NASSAU DAILY 
ts following, in the Arder of listing: 
R. Baseball, reviews, classical 
VYTAM, | ecords, settivg-up exercises, more oe 
Ww. nee _ —_ a = ecineD, 
cationa ures. Ss column W : : 
" treat thése suggestions more ex- | Published daily, except Sunday—4c a copy 
tensivey at a later date. 2) * HEMPSTEAD TOWN, L. }., N. Y. 
_ highest number of votes nie E ive Off 
po for winners in these cate- xecutive ces: 
othies,| zAies, again in the order named:} A BC Network ROCKVILLE CENTRE, N. Y. 
portscasters, records, news ana-: ’ 
- lysts,- children’s programs, night: National Representatives: 
week-end and male vocalists. Lowest : 
TAM number of votes for winners were, LORENZEN & THOMPSON, Inc. 
" cast for daytime week-end pro-' 


grams and female vocalists. 


New York, Chicago, St. Louis, San Fran- 
cisco, Los Angeles, Detroit, Cincinnati 
Kansas City, Atlanta 


"Sales Management 1945 Survey of Buying 
Power 
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T HE lodestone of frontier days glittered with no 
more opportunity than does WACO, the grand- 
est spot in the Lone Star State for your home and 
for your business! 


For example, Mrs. Herschel Curtis, British war 
bride, recently arrived, is representative of hun- 
dreds of newcomers to Waco—making ours a cos- 
mopolitan citizenship. 


A “TIN OF SWEETS” 
Scarce Item in Petersboro, Englond 


The World’s Best People Are Kept Informed on Events Through 


: THE WACO NEWS-TRIBUNE & TIMES-HERALD 


THE WACO SUNDAY TRIBUNE-HERALD 


National Representatives .... Burke-Kuipers and Mahoney 


Brifain Launches 
First Travel Ads 
in June Magazines 


New York, May 22.—The Travel 
Association of Great Britain and 
Ireland will place its first adver- 
tising since the war in the May 29 
Life and the June issues of several 
other magazines through Atherton 
& Currier, with an offer of honor- 
ary membership to American serv- 
icemen who served in the British 
Isles during the war. 

Pending the arrival in this coun- 
try of representatives of the asso- 
ciation, only this initial ad is 
scheduled, although it is expected 
that a consistent advertising cam- 
paign will be adopted within the 
next month. 

Copy in The American Weekly, 
Life and Maclean’s features a cut 
of the Houses of Parliament cap- 


Sell 


; America 
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’§ 
substantial 


scustomers 


..its 750,000 


ELKS 


*Nowhere else can you buy this volume 
of class circulation at $2 per thousand! 
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tioned “As a souvenir of your 
service over there!” In the Amer- 
ican Legion Magazine and Foreign 
Service, organ of the Veterans of 
Foreign Wars, a picture of a rural 
village street is captioned ‘“‘Opera- 
tion Friendship.” 

Both advertisements say that 
“The Travel Association of Great 
Britain and Ireland believes that 
mutual understanding and knowl- 
edge acquired through travel is 
the best basis of true and lasting 
peace. You, to whom this message 
is addressed, have known Britain 
in the dark days of war, and it is 
because the Travel Association 
feels that many servicemen and 
women of the United Nations may 
desire to maintain their contact 
and pay return visits to our coun- 
try in time of peace, that the Coun- 
cil has decided to offer you the 
privileges of Overseas Honorary 
Membership.” 

Copy also bears a message from 
the king. 


AT&T Elects McHugh 


Public Relations V.P. 


Keith S. McHugh, who joined 
American Telephone & Telegraph 
Company, New York, in 1919, has 
been elected vice-president in 
charge of public relations, effec- 
tive June 1. Mr. McHugh trans- 
ferred to the New York Telephone 
Company in 1925, was named vice- 
president of that organization in 
1929, and later in the same year 
was transferred back to AT&T. He 
became assistant vice-president in 
1934, and vice-president in 1934. 
Charles P. Cooper, vice-presi- 
dent of AT&T, has been appointed 
executive vice-president, and Le- 
roy A. Wilson has been named 
vice-president in charge of finance. 
Mr. McHugh succeeds Arthur W. 
Page, who has resigned effective 
Jan. 1, 1947, to open an office in 
New York as a consultant. In 
that capacity he will be retained 
by AT&T, and will remain as a 
director of the company. 
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NAEA to Invite 


Educators to Join 


New York, May 23.—A special 
associate educator membership in 
the Newspaper Advertising Ex- 
ecutives Association has been es- 
tablished for recognized educa- 
tional institutions and accredited 
educators in advertising, NAEA’s 
school and college committee an- 
nounced this week. 

The committee, headed by 
James W. Egan Jr., Toledo Blade, 
and vice-chairman Don Patterson, 
Scripps-Howard Newspapers, has 
been studying ways to aid edu- 
cators in preparing college stu- 
dents for careers in advertising. 
The associate membership, where- 
by an educator receives all privi- 
leges except voting in NAEA, is 
the first step in the committee’s 
program to provide information 
and material to educators. The 
associate memberships also pro- 
vide for educators to meet with 
NAEA members at the semi-an- 
nual conventions, and to receive 
NAEA bulletins, NAEA “News,” 
the digest of NAEA convention 
proceedings, and the “101 Best 
Ideas of Newspaper Advertising.” 

Other committee members are 
Gene Alleman, Michigan Press As- 
sociation; William Ellyson Jr., 
Richmond Times-Dispatch; Buell 
W. Hudson, Woonsocket Call, and 
Henry W. Manz, Indianapolis 
Times. 


Morrison Joins Lefton 
Maxey Neal Morrison, director 
of information for the War Pro- 
duction Board and the Civilian 
Production Administration, has 
joined the Al Paul Lefton Com- 
pany, Philadelphia advertising 
agency, as a special assistant to 
the president. Mr. Morrison was 
formerly an editorial writer on 
the Philadelphia Evening Public 
Ledger, and was on the staff of the 


Philadelphia Inquirer. 
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There’s a lot of spring in the step 


of San Diego’s 78 year old UNION 
and 51 year old TRIBUNE-SUN! 


Their Editors knew the old San 
Diego . 


.. and they cater to the new. 


. . from 


World News to City Features, here is 
an alert, alive audience for your 
advertising dollars .. . kept that way 


by constructive editorial planning. 


SAN DIEGO UNION 
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Fielder New NATA 
Head; Car Card 
Studies Reported 


Group Seeks to 'Give 
Advertisers Good 
Two Cents’ Worth' 


New York, May 22.—William F. 
Fielder, of Fielder, Sorensen & 
Davis, San Francisco, was elected 
president of the 
National Asso- 
ciation of Trans- 
portation Ad- 
vertising at an 
annual meeting 
in Chicago May 
9-11, the NATA 
announced yes- 
terday at a press 
luncheon held 
here. 

At the same 
time the asso- 
ciation previewed an 18-minute 
color slide and sound film de- 
scribing the results to date of the 
Continuing Study of Transporta- 
tion Advertising, which presently 
is surveying Chicago car card 
readership. 

Officers elected at the Chicago 
meeting besides Mr. Fielder are 
Wesley H. Loomis Jr., Loomis Ad- 


Wn. Fielder 


vertising Company, St. Louis, vice- | 


president; F. LeMoyne Page, 
Transportation Displays, Inc., New 
York, secretary, and Otto J. 
Griesar, treasurer. Philip J. Ever- 
est continues as managing director, 


To Continue Study 


The annual meeting, it was re- 
ported, “enthusiastically” voted a 
third year’s continuance of the 
Continuing Study conducted for 
NATA by the Advertising Re- 
search Foundation. The project, 
which recently completed a car 
card survey in St. Louis following 
studies in Newark, New Haven, 
Detroit, Cleveland and Milwaukee, 
is making Study No. 7 in Chicago 
and plans during 1946-47 to carry 
the study into a large West Coast 
city.as well as into the South and 
East, it was said. More than $100,- 
000 has already been invested in 
the project, NATA said. 

C. H. Murphey, retiring NATA 
president, pointed out at the Chi- 
cago meeting that the associa- 
tion’s Continuing Study is the only 
national media study supplying, in 
addition to general information 
on the transportation advertising 
audience, figures on advertising 
readership projectable to the en- 
tire adult population of the city 
being studied. 

The film shown here at yester- 
day’s gathering was prepared by 
Kenyon & Eckhardt and will have 
its first formal showing at the AFA 
convention next week in Mil- 
waukee, Continuing Study find- 
ings shown in the film include: 
Average cost per 1,000 on 28 cards 
studied was $3.79. Lowest cost 
was for a Paul Jones whisky card 
tested in Cleveland—$1.98 per 
1,000. Average riding time of 
readers was 27 minutes. Of all 
adults in cities tested, 82% used 
transit vehicles. In the 15-29 age 
group, 90% are transit riders. 

NATA is admittedly “small 
potatoes in the advertising field 
and we’re humble about that,” 
Mr. 
here. “We get only about two cents 
of the advertiser’s dollar. But we 
want to make the advertiser’s two 
cents’ worth as worthwhile as pos- 
sible. One feature of our business 
is that we can’t expand very much 
—all of the space in vehicles is 
taken now.” 

He estimated, however, that 
transportation advertising has 
doubled since 1940, that “in ex- 
cess of $18,000,000” was invested 
in it last year and that this year’s 


Fielder told the gathering 


figure should be “close to $20,- 
000,000.” 

NATA now has 32 members (out 
of 150 companies in the field) who 
are estimated to handle 90% of 
the total car card advertising. The 
organization, youngest in the 
media field, was organized just 
four years ago. 


Plan Park Lighter Drive 


Park-Sherman Company, Chi- 
cago, through its newly-appointed 
agency, Goldman & Gross, Chi- 


cago, will soon launch a campaign 
for its Park lighter, using color 
insertions in national magazines. 
A bronze and Lucite counter case 
has been prepared for store dis- 
play. Counter cards and tie-in 
mats will be supplied to dealers. 


Navy Drops Ad Plan 


Although an advertising agency 
had been consulted, the Navy has 
decided to use “other means” to 
recruit electronic specialists, Capt. 


A. R. Donaho, director of recruit- 


ing and inductions, said last week. 
Last January the Navy dropped 
talks with a number of agencies 
called in to discuss a general re- 
cruiting drive (AA, Feb. 4). 


Alter Heads Monarch 


Eugene G. Alter, vice-president 
of Monarch Mfg. Company, Mil- 
waukee, maker of men’s and boys’ 
sportswear, has been elected presi- 
dent, succeeding the late Clinton 
G. Miller. Eugene H. Mahler has 
been named executive vice-presi- 
dent and general manager. 
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Riley Joins Wendland 


John P. Riley Jr. has been ap- 
pointed production manager of 
Harry J. Wendland Advertising 
Agency, Los Angeles. Mr. Riley, 
formerly assistant to Mr. Wend- 
land, succeeds Jean Jordan, who 
has resigned. 


Joins Goldman & Gross 


Goldman & Gross, Chicago, has 
added Miss Jo Ann Munson, for- 
merly with Campbell-Mithun and 
Ruthrauff & Ryan, to its copy staff. 
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BIRTHRATE 


Acceptance 
of MEDICALLY 
APPROVED BABY 

PRODUCTS 


4 Od ertain manufacturers stand to gain heavily from some of the habits of living developed during the war. 


for instance, gave birth to an awakened interest in foods and nutrition. Widespread physical examina- 


tions called attention to the need for optical and hearing aids, and to all other items contributing to physical wel- 


fare. Increasing birthrate boomed the demand for medically approved baby products. 


The market is extensive, ready, waiting . . . and Hygeia, The Health Magazine of the American Medical Associa- 
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tion offers you a direct contact. 
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Hygeia’s readers are a health-minded group — family people, com- 


in doctors’ 


offices. 


munity health leaders, and a plus readership of almost two million 


Our readership data will give you a pretty comprehensive picture of 
how Hygeia can facilitate your selling job in the health field. . . 


Your request for a closer look will bring full information. 


| Tha. Health Magazine o 
; AMERICAN MEDICAL ASSOCIATION 
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Ratings of Top Ten 


HOW COMPETITORS OF TOP RADIO SHOWS FARE 


Net- Rat- Net- 
Rank work ing work 
1 NBC 22.4 CBS 
2 NBC 19.8 CBS 
3 CBS 19.6 NBC 
4 NBC 18.5 
5 NBC 18.3 ABC 
6 NBC 18.2 CBS 
7 NBC 18.2 CBS 
8 ABC 16.6 NBC 
9 NBC 16.4 CBS 
10 NBC 16.3 CBS 


*Not available 


Here are the programs identified with the above ratings: 


Top Ten Competing Shows 
1 Fibber McGee This Is My Best Docs. Talk It Over 
2 Bob Hope Local programs Local programs 
3 Radio Theater Inform. Please Local programs 
4 Red Skelton Local programs Local programs 
5 Charlie McCarthy Ford Hour Amazing Mrs. D. 
6 Fred Allen Crime Doctor Ford Hour 
7 Music Hall Kostelanetz Local programs 
8 Walter Winchell Merry-go-round Corliss Archer 
9 Mr. District Atty. Bob Crosby Local programs 
10 Eddie Cantor Frank Sinatra Local programs 


Ratings of 
Competing Shows 
Rat- Net- Rat- 
ing work ing 
7.6 ABC 1.2 
3.6 ABC 1.4 
9.1 ABC 2.6 
m * 
4.2 CBS * 
9.1 ABC 3.6 
§.5 ABC 3.4 
10.7 CBS bd 
ye ABC 23 
9.6 ABC 2.2 


Top Air Shows 
Tough Opposition, 
Agency Opines 


New York, May 22.—The top 
ten radio shows are “tough on 
competing programs,’ the re- 
search bureau of Paris & Peart, 
New York agency, concludes after 
making a study of the shows. 

Two net shows competing with 
Fibber McGee and Molly, NBC’s 
22.4-rating pacesetter, were found 
to rate only 7.6 and 1.2, -while 
local shows opposite NBC’s Bob 
Hope program, which has a 19.8 
rating, draw only 3.6 and 1.4. Best 
showing made by any top-ten 
competitor is NBC’s “Merry-go- 
round,” with a 10.7 rating, on the 
air at the same time as ABC’s 
Walter Winchell, whose score is 
16.6. 

The tabulation, as Paris & Peart 
compiled it, is shown above. 


Form Hartford Agency 


Cooper Rader Pearl Advertising 
Agency has been formed in Hart- 
ford, Conn., by Sam Rader, Hart- 
ford artist, and Leon A. Cooper 
and Gordon B. Pearl, recently in 
the armed forces. Offices are at 
647 Main St. 


Judge Orders WOW, Inc., 


to Repay $100,000 


Radio Station WOW, Inc., 
Omaha, was ordered by the dis- 
trict court last week to return ap- 
proximately $100,000 of its net in- 
come to the Woodmen of the 
World Life Insurance Society, 
from which it leased the station. 

The ruling was another step in 
the lengthy litigation over leasing 
of WOW, which is now being op- 
erated by the same company 
under a new lease. As a result of 
the court action, Judge J. T. Eng- 
lish ruled that expenses amounting 
to about $100,000 were improperly 
charged to operating expenses and 
should be returned by WOW, Inc., 
to the society. The judge said 
$25,000 paid annually to John J. 
Gillin Jr., as president and gen- 
eral manager of WOW, Inc., was 
“reasonable” but that additional 
payment of $1,200 as _ director 
could not be allowed. 


CBS May Shift Video 


Dr. Peter Goldmark, director of 
engineering research and develop- 
ment, Columbia Broadcasting Sys- 
tem, New York, has announced 
that the CBS color television 
transmitter being tested in New 
York will be shipped to the Pacific 
Coast next fall and used for tele- 
vision broadcasts by CBS from Mt. 
Wilson, near Pasadena, Cal. 


WWL 


shouts its shows 
on Billboards 


Folks turn first to— 


Three Appoint Cabot 


Harold Cabot & Co., Boston, has 
been appointed to handle adver- 
tising for General Alarm Corpora- 
tion; Hollingshead & Whitney, 
paper sales organization, and Boit, 
Dalton & Church, insurance com- 
pany, all of Boston. 


Tyson Names Folliott 

Ruston N. Folliott has joined the 
production department of O. S. Ty- 
son & Co., New York, as an assist- 
ant to the production manager on 


Consumer Panel 
Study Disclosed 
by Memphis Paper 


Memphis, May 22.—The ‘“Mem- 
phis° Consumer Panel Study,” 
launched by the Memphis Com- 
mercial Appeal and Press-Scimi- 
tar, was formally introduced to re- 
tailers and advertising agencies 
here last week by Plez R. Pettit, 


advertising director, and Robert C. 
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Berkeley, research director of the 
Mempnis Publishing Company. 

The month - by -month survey, 
unusual because of its relatively 
small number of family partici- 
pants—250—reflects buying habits 
of Memphians during the last six 
months of 1945. 

A cross-section of the popula- 
tion, as defined by the Census Bu- 
reau, was selected to conform in 
race, home ownership, income and 
other factors, to Memphis aver- 
ages. A reserve list of substitute 
families of identical number, 
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members and economic status is 
maintained to replace families 
dropping out, and a single repre- 
sentative family unit is used to 
illustrate the survey. 


Families Given Gift 


Families on the panel are paid 
$1 a month in cash or gift certifi- 
cates for keeping daily records of 
their purchases in nine grocery 
and 42 clothing classifications, 
items on which the bulk of na- 
tional and local advertising is 
placed in Memphis papers. The 


survey shows. preferred price 
ranges, competitive rank of vari- 
ous brands, and store preferences, 
and gives a running picture of 
changing economic conditions, sea- 
sonal trends, special sales and 
merchandising promotion results. 

The continuing study is con- 
ducted by a permanent staff of 
three members, including a Negro 
field worker. Arthur McAnally, 
business promotion manager, 
Scripps-Howard Newspapers, fig- 
ured prominently in establishing 
the survey. 


Dailies Raise Prices 

Chicago’s three afternoon news- 
papers, the Daily News, Herald- 
American and Times, increased 
their newsstand prices Wednesday 
to-meet:- the higher wage and news- 
print costs. The Times price went 
from three to four cents a copy, 
and the other two hiked their 
single-copy price from four to five 
cents. The Saturday Herald- 
American price was increased 
from five to 10 cents. The Sun 
and Tribune, morning dailies, con- 
template no increase. Both sell at 
three cents. 


Glenmore Shifts Two 


Joseph A. et. secretary 
and treasurer of Glenmore Distil- 
leries Company, Louisville, has 
been elected president, succeeding 
Frank B. Thompson, who has been 
made chairman of the board of 
directors. 


Hughes Joins Baker 


John L. Hughes, with McCann- 
Erickson since 1936, has joined Jim 
Baker & Associates, Milwaukee 
agency, as account executive and 
director of research activities. 


UNIT? 


Who cares enough to sort out 


last detail is a joy. 


all the perfect strawberries to give pleasure 
to the family months from now? Who's willing 
to cherish the best of the baby limas, clean 
them and wrap them and put them away? Whose 
light and tender touch with pastry makes a pie 
worth keeping for months? Who makes the kind 
of stew the very mention of which will warm the 
cockles of the family's heart when it's hauled 


out of the freezer months from now? 


The lady who loves her home--and to whom every 


Who reads Better Homes & Gardens magazine? 


The same lady. 


Over 2,650,000 of her. 


comfortable suburban house. 


comfortable income. 


She lives in @ 


She has a very 


She and her husband spend 


more than their neighbors on their home--have 


new carpets, new roofs, new paint. 
Census survey told us that.) 
interest in life--and they both read BH&G 

because it's a "know-how" magazine about every 
last detail of home. 


AVERAGE CIRCULATION 2,650,000 


* 


a new refrigerator more often, more new ranges, 


(The 1940 
Home is their big 


Can you think of any group that would give you 
a greater percentage of sales for your freezing 
units than BH&G families? 


When This Is Gone 
We'll Have To Quit 


ee ee 
= ome crete, ie epring—turning owt wee whut 


cated Me ro etine tha! oF mew 


Anema wo Sere baer foram toutes meet 


ehh ie Company memctmnt tora 8 


M4 bnew ihe uaa And oe 


GENERAL @ ELECTRIC 


BOTTOM OF THE BARREL—General 
Electric Co., Schenectady, ran this 
1,500 line copy in 49 newspapers in 28 
cities to report that because of short 
supplies due to strikes in copper plants, 
the company may be forced to curtail 
production. BBDO is the agency. 


Frozen Juice 
Concentrate Hits 
New York Market 


New York, May 23.—Snow Crop 
Marketers moved into the New 
York area this week as it started 
distributing frozen orange juice 
concentrate. This product, packed 
in a 6-oz. container, is the first of 
its type offered in the metropoli- 
tan area. 

. Currently, Snow Crop is using 
no advertising. In its first year, it 
has no hold-over crop to promote 
during the growing season. Pres- 
ent plans, however, call for copy 
in The Saturday Evening Post, 
outdoor advertising and possibly 
participating radio to start in the 
fall. 

At present, Snow Crop is dis- 
tributing merchandising aids to its 
dealers, and building up a dis- 
tributing organization. Some $50,- 
000 in merchandising aids is being 
sent out to dealers, and the com- 
pany plans to keep a constant flow 
of similar promotion material to 
its outlets. Maxon, Inc., is the 
agency. 


Rain Appoints Lewin 

Rain Products, Inc,, New York 
manufacturer of umbrellas and 
rain accessories, has appointed the 
A. W. Lewin Company, New York 
agency. 


Print it in. 
. the West : 
\ FOR WESTERN . 
‘| DISTRIBUTION 


% Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 


process colors . . . fast, modern 
rotary presses. Our capacity is 
limited-énly by temporary: paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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Spokes Manages WJOY | 


A. E. Spokes, formerly assistant 
manager of Station WJTN, James- 
town, N. Y., has been named man- 
ager of Station WJOY, 250-watt 
Burlington, Vt., station to begin 
operations in the summer. Both 
stations are owned by Vermont 
Broadcasting Company. 


Publishes Finance Book 


“Instalment Mathematics Hand- 
book,” an instalment selling and 
financing book by Milan V. Ayres, 
has been published by Ronald 
Press Company, New York. The 
handbook, which sells for $10, cov- 
ers the regular and special calcu- 
lations in instalment financing and 
time-payment liquidations, 


MISSOURIS & MARKET 
bs 


ST. JOSEPH NEWS-PRESS 
- St.Hoscph Gazette 


Says Distribution 
Must Help Balance 
High Labor Costs 


Chicago, May 21.—Higher labor 
costs of the future must be met by 
more efficient distribution rather 
than from increased production, 
George H. Scragg, director of ad- 
vertising and sales promotion, 
White Motor Company, Cleveland, 
told the Chicago Industrial Ad- 
vertisers Association last week. 

Admittedly, Mr. Scragg said, 
there has been progress in dis- 
tribution but he warned that it 
was still not sufficient. Today’s 
production has reached such a 
state of efficiency that any rate of 
gain in the immediate future must 
necessarily be lower, which throws 
the bulk of the burden on dis- 
tribution. 

Inefficiencies must be eliminated, 
he told the association, pointing 
out that standardization of meth- 
ods and conditions would bring 


benefits. As operators in the chain 
of distribution, he declared, ad- 
vertising men must see that any 
wasteful methods are eliminated. 
He also urged study of the need 
for trained men as one method of 
making advertising more efficient. 


Heads Metal Institute 


Mason Britton, formerly vice- 
president of McGraw-Hill Publish- 
ing Company, treasurer of War 
Advertising Council, and with 
government agencies during the 
war, has been named president of 
Metal Cutting Tool Institute, Hart- 
ford, Conn. 


McKinley Moves 

Charles R. McKinley, formerly 
assistant advertising manager of 
Tool Engineer, has joined the 
sales staff of Metal-Working 
Equipment, with headquarters in 
Chicago. 


Graaskamp Heads Sales 


L. W. Graaskamp, with Ameri- 
can Can Company, New York, 


| 
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TRAVELER—W. L. Stensgaard & Associates, Chicago, designe this display fea- 


turing ' 


‘setter red" for Commonwealth Shoe & Leather Co.'s Bostonian shoes. 


‘It is one of 25 displays traveling on a schedule to retailers throughout the 
country. 


since 1920, most recently as assist- 
ant general sales manager, has 
been appointed general sales man- 
ager of the company. 


TRANSPORTATION «4 


©! ADVERTISING 


= NEWS —— 


No. 4 


Official News of the Continuing Study of Transportation Advertising 


May, 1946 


ABOUT THE WINNERS 


Cards producing the largest audi- 
ences in Milwaukee are worth more 
than casual notice—particularly the 
second- and third-place winners 
because the advertisers and agen- 
cies were seeking specific informa- 
tion from the test. 
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Top score went to this Sunkist card, 
which reached 142,000 people, or 27 
per cent of the adult population, at a 
cost of $3.29 per thousand. Continu- 
ity-type ads have been leaders i in 
various studies. 
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This Boston Store display is a “rea- 
sonable facsimile” of a card used by 
Bamberger’s in the Newark study. 
The Boston Store here tried to test 
the technique. The Bamberger card 
scored second in Newark; the Bos- 
ton Store card, second in Milwau- 
kee. In Newark, 27 per cent of the 
adult population correctly identified 
the card; in Milwaukee, 26 per cent. 


Because the Wrigley “empty wrap- 
per” cards were so well known, 
false identification of Wrigley cards 
in. early studies ran high. To test 
other types of copy, Wrigley devised 
special displays for each of several 
tests. This one scored third in Mil- 
waukee. 


MILWAUKEE CAR CARD PRODUCES READERS 
At $3.29 Per 1,000, New Study Snows 


that the survey results can be accu- 
rately projected to the entire adult 
population of the test area—an ad- 
vantage not offered by readership 
studies of other media. 

The report gives breakdowns of 
age, sex, rental groups, riding fre- 
quency, riding time, transfers, and, 
finally, readership. 


Milwaukee, Wis.—Eighty -six out of 
every hundred Milwaukee adults of 
fifteen or over ride public transit 
vehicles, and car-card readership 
on a single card runs as high as 27 
per cent of the total adult popula- 
tion, acccording to Study No. 5 of 
the Continuing Study of Transpor- 
tation Advertising, recently re- 
leased by the Advertising Research 
Foundation. 

Both local and national advertis- 
ers broke into the high-score brack- 
et, with Sunkist Lemons taking first 
place, the Boston Store taking sec- 
ond, and a specially prepared Wrig- 
ley card in third position. 


HALF RUN 


All tests were made on a half-run 
basis—every card appearing in only 
half of the vehicles in the Milwaukee 
transit system. This has been stand- 
ard practice for the entire Continu- 
ing Study. 


READER COST LOW 

Average readership costs of all 
twelve cards in the Milwaukee 
study were found to be $4.25 per 
thousand proved readers, with the 
Sunkist display producing readers 
at $3.29 per thousand. 


REPORT “TELLS ALL” 


Like previous reports of the Con- 
tinuing Study, the Milwaukee report 
gives complete information about 
the transportation advertising audi- 
ence. Data is compiled in such a way 


MILWAUKEE TRANSPORTATION 
ADVERTISING 


6023 PLANKINGTON BUILDING 


MEMBER 


FALSE RECALL AVOIDED 


By making two sets of interviews- 
one before the cards have appeared, 
and one after they have been taken 
down—incorrect identification of 
cards can be measured and the final 
result adjusted accordingly. 


STANDARDIZED, UNCIASED 


The Continuing Study of Transpor- 
tation Advertising presents stand- 
ardized information on the riding 
habits and reading habits of the 
adult population of each area tested. 
Sponsorship of the study by the Ad- 
vertising Research Foundation as- 
sures competent research and reli- 
able, unbiased results. 

Copies of all the studies are in the 
hands of all members of the Associ- 
ation of National Advertisers, the 
American Association of Advertis- 
ing Agencies, and the member com- 
panies of the National Association of 
Transportation Advertising. Further 
information on this study can be 
obtained by writing to Milwaukee 
Transportation Advertising, at the 
address below. 


MILWAUKEE 3, WISCONSIN 


NATIONAL ASSOCIATION OF 
TRANSPORTATION ADVERTISING 


Ads Must Foster 
Free Enterprise, 


Markets: West 


Cincinnati, May 22.—Advertis- 
ing, in addition to providing for 
high levels of employment by cre- 
ating new markets for branded 
goods, has a responsibility to fos- 
ter and preserve the free enter- 
prise system under which those 
goods are made, Paul B. West, 
president of the Association of Na- 
tional Advertisers, told the Cin- 


|cinnati Advertisers Club today. 


“Ultimately, human beings are 
more important to us than all our 
soulless machines,” Mr. West said, 
“and for a dozen years we in in- 
dustry just haven’t had enough 
friends.” Pointing out that most 
people do not understand our com- 
petitive enterprise system, he said 
that unless they are shown and 
made to understand, “this system 
cannot endure.” 

“There is mounting evidence 
that industry is using advertising 
methods to improve its human re- 
lationships” and to create the 
same confidence and good will for 
the company behind the product 
that advertising principles have 
created for the product itself, he 
said. 


Lists Three Principles 


He stressed three fundamental 
principles: “First, as in product 
advertising, the use of research to 
find out what people want and 
what appeals they respond to. 
Next, having found the buyers’ 
interest we should show how cor- 
porate management furthers that 
interest, just as when we adver- 
tise refrigerators or when we sell 
soap, we get on the customer’s 
ground by dramatizing our story 
by word or picture in terms that 
strike a responsive note on the 
part of the listener or reader. 

“But we cannot sell leadership 
by being pompous and dull or by 
using four-syllable words. Finally, 
we must repeat and repeat until the 
message gets across. We advertis- 
ing men know that repetition, con- 
tinuity, repeated theme is the way 
to drive an idea home. We cannot 
do this job sporadically. We have 
got to do it constantly, every day, 
just as we advertise and sell our 
goods every day, year in and year 
out.” 


Elects Hayden President 


Senator Salter Hayden has been 
elected president of Editorial 
Services Ltd., West Toronto. A. M. 
Miller has been named vice-presi- 
dent and general manager, and 
Comdr. Peter MacRitchie, editorial 
director. 


Grants Station Permit 


Mitchell G. Meyers, Ruben E. 
Aronheim and Milton H. Meyers 
have been granted an FCC con- 
struction permit for a new broad- 
casting station in Waterbury, 
Conn., operating on 1240 kc, 250 


watts, unlimited time. 
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Economist Hits 
Ads Influencing 


Public Policies 


Boulder, Colo., May 23.—“Strike 
copy” tends to throttle freedom of 
the press and violates economic 
principle, says Morris E. Garnsey, 
associate professor of economics at 
the University of Colorado, in the 
current issue of The Colorado 
Editor, 


“One of the basic tenets of our 
free enterprise, individualistic, 
competitive society is that com- 
petition can work effectively as 
the regulating force in that so- 
ciety only if the competitive power 
of the competing units is reason- 
ably equal,” says Professor Garn- 
sey. “It is clear that in an all- 
out competitive advertising strug- 
gle between management and la- 
bor, management has the pre- 
ponderant advantage. It has a 
good deal more money. In addi- 
tion, a corporation’s expenditure 
for advertising is deductible for 
income tax purposes so that the 
corporation can spend ‘ten-cent 
dollars’ to buy space to influence 
public opinion, while the union 
must spend one-hundred-cent dol- 
lars from its treasury for the 
same purpose. 


Violations of Principle 


“Such violations of a fundamen- 
tal principle of a free competi- 
tive society immediately raise a 
vitally important question: Can 
the newspapers of the United 
States legitimately accept adver- 
tising designed to influence public 
policy? Specifically, can they 
continue to accept paid presenta- 
tions of the point of view of man- 
agement and labor in the ratio of 
eight to one for management?” 


Prof. Garnsey contends that 
“any citizen in a free democracy 
will resent having ideas and points 
of view concerning public policy 
forced-on him in the same way 
that arguments for toothpaste and 
cigarets are crammed down his 
unwilling throat. More important,” 
he adds, “the irresponsible use of 
high pressure sales techniques in 
the field of ideas is a real threat 
to democracy.” 


Characterizing the National As- 
sociation of Manufacturers’ recent 
position and campaign on price 
control as “diametrically opposite 
to that of economists who are fa- 
miliar with economic principles 
and their application to economic 
policy,” Prof. Garnsey adds: 


“The economist also has a word 
to say about the economic implica- 
tions of strike advertising by large 
corporations. It is well recog- 
nized that one of the major prob- 
lems in our contemporary cor- 
porate economy is control in the 
modern corporation. Where the 
ownership of a corporation is 
widely diffused among numerous 
small holders it is probable that 
a substantial number of the stock- 
holders would object to the cor- 
poration’s spending the stock- 
holders’ money for advertising 
which attacks organized labor and 
government policy in the field of 
labor-management relations. The 
objections of minority stockhold- 
ers to the policies of management 
within the sphere of manage- 
ment’s proper functions may be 
neither competent nor relevant. In 
matters of public policy, however, 
management actually is going out- 
side its own proper jurisdiction 
and invading a sphere in which 
the stockholder as a citizen has 
an opinion both relevant and im- 
portant.” 


Continues ‘Falcon’ Show 


American Safety Razor Corpora- 
tion, Brooklyn, N. Y., has renewed 
its contract to sponsor “The Ad- 
ventures of the Falcon” for an- 
other year, effective July 2. The 
show, promoting Gem razor blades, 
is heard Tuesday nights on the 
Mutual network. 


April Newspaper Ads 
Up 26%: Media Records 


Total advertising in newspapers 
of 52 cities during April exceeded 
linage for April, 1945, by 26.2% 
and for the first four months of 
1946 showed a 24.3% gain, Media 
Records reported last week. 

Department store advertising 
and classified ads in the dailies 
measured set a new mark for 
April. Department stores, with 
32,755,643 lines, were up 29.8% 
over April, 1945, while classified, 
amounting to 35, 146,617, was up 
31.3%. Total advertising amounted 
to 144,012,903 lines during April. 


Promotes Hamilton Stone 


Hamilton Stone, formerly west- 
ern division sales manager of 
American Home Foods, New York, 
has been appointed sales manager. 


New York State 


Beckons Tourists 


Albany, N. Y., May 22.—New 
York State’s Department of Com- 
merce has launched an $87,000 
“Victory Vacation” advertising 
campaign using 400-line space in 
130 daily newspapers of 94 cities 
in 11 eastern states and Quebec, 
and varying sizes of ads in 17 
magazines and magazine sections 
of major newspapers. 

The first insertions appeared 
May 12 and the campaign will be 
continued through June 9. Col- 
lier’s, Life and The New Yorker 
are among the magazines being 
used, size of the insertions rang- 
ing up to half pages. 

Every daily newspaper in New 


York state is included in the cam- 
paign, which announces the pub- 
lication of a 40-page color il- 
lustrated book, “Summer in New 
York State,’”’ produced by the De- 
partment of Commerce to lure va- 
cationists to summer playgrounds 
of the Empire state. The volume 
of reservations already received 
by resorts indicates a boom tourist 
season for the state, the depart- 
ment says, 

Kenyon & Eckhardt is the 
agency placing the state’s adver- 
tising. 


Joins Reynolds Pen 

Mrs. D. B. Winters has joined 
Reynolds Pen Company, Chicago, 
as assistant to the president in 
charge of advertising. Mrs. Win- 
ters was formerly with Campbell- 
Ewald Company. 
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Advertises Rooms 
—Rooms, That Is 


The old Murray Hill Hotel, fa- 
miliar landmark in midtown Man- 
hattan, is slated to be razed to 
make room for a skyscraper office 
building. Its residents have de- 
parted, and last week, for the first 
time in many years, small-space 
copy announced that there are 
“Rooms Available For Transients” 
at the Murray Hill. 


Parents’ Elects Two 


Parents’ : Institute, New York, 
which ‘publishes, among others, 
Parents’ - Magazine, -Baby Care 
Manual, Calling All Girls and True 
Comics, has elected Laurence G. 
Tighe, treasurer of Yale Univer- 
sity, and Allin W. Dakin, admin- 
istrative dean of the University of 
Iowa, to the board of directors. 


SILVER PLAQUE AWARD WINNERS ( 


B. F. Goodrich Company 
Griswold-Eshlemen Co. 


Aridye Corporation 
Fuller & Smith & Ross, Inc. 


Barrett-Cravens Company 
The Buchen Company 


E. I. duPont deNemours & Co., Inc. 


(Plastics Department) 
Batten, Barton, Durstine & Osborn, Inc. 


Johns-Manville 
J. Walter Thompson Company 


Corning Glass Works 


Charles L. Rumrill & Co. 


WINNERS OF CERTIFICATE awaros { 


The Philip Carey Manufacturing Co. 
Roy S. Durstine, Inc. 


Johns-Manville (2 awards) 
J. Walter Thompson Company 


American Steel & Wire Company 
Batten, Barton, Durstine & Osborn, Inc. 


Thatcher Manufacturing Company 
Ward, Inc. 
American Brass Company 
Ivey & Ellington, Inc. 
General Electric Company 
Benton & Bowles, Inc. 


S K F Industries, Inc. 


Geare-Marston, Inc. 


Taylor 


New Departure Division of 
_ General Motors 
J. M. Hickerson, Inc. 


Armstrong Cork Company (2 Awards) 


Batten, Barton, Durstine & Osborn, Inc. 
R. G. LeTourneau, Inc. 
Arnold Andrews 
Simonds Worden White Company 
Kircher-Helton & Collett 
Corning Glass Works 
Charles L. Rumrill & Company 


The Foxboro Company 
Horton-Noyes Company 
Plaskon Division, 
Libbey-Owens-Ford Glass Company 


Meldrum & Fewsmith 


National Lead Company (2 Awards) 
Marschalk and Pratt Company 


Hercules Powder Company, Inc. 
Fuller & Smith & Ross, Inc. 


Calgon, Ince. 


Ketchum, MacLeod & Grove Inc. 
Pittsburgh Plate Glass Company 


Batten, Barton, Durstine & Osborn, Inc. 
Air Devices, Inc. 
W. L. Towne Advertising 


Bakelite Corporation 


Rickard & Company, Inc. 


The Lamson & Sessions Company 
Stephan National Industrial Advertising 


Chicago Bridge & Iron Company 
Russell T. Gray Inc. 


Libbey Glass Company 
J. Walter Thompson Company 


Mission Dry Corporation 
The McCarty Company 


The William Carter Company 


Batten, Barton, Durstine & Osborn, Ine. 


The Crosley Corporation 


Roy S. Durstine, Inc. 
Frigidaire Division of General Motors 
Foote, Cone & Belding 


John A. Roebling’s Sons Company 
Rickard and Company, Inc. 


Conference of Alcoholic Beverage 
Industries Inc. 
Walter M. Swertfager Company 


Westinghouse Electric Supply Co. 


Fuller & Smith & Ross, 


Ince. 


A. Hollander & Son, Inc. 
Grey Advertising Agency, Inc. 


WINNERS 


FOURTH ANNUAL BUSINESS PAPER 
ADVERTISING COMPETITION 


ONCE MORE-the Associated 


205 EAST 42nd STREET 


Business Papers is proud to 
announce the winners of its Annual Business Paper 
Advertising Competition. 


This year there were 749 entries—a record high, and 
a gratifying indication of the growing interest in 
this competition. Each campaign was judged on the 
basis of its informative usefulness, validity of ob- 
jective, results obtained and efficient: use of space. 
On behalf of its member publishers, ABP expresses 
its deep appreciation to all who made this contest pos- 
sible. While opinions may differ regarding the relative 
merits of campaigns, such discussion fosters a healthy 
interest in the importance of useful, productive busi- 
ness paper copy... which inevitably will increase the 
effectiveness of future ads. And that is a prize that 
really pays off ! 


THE ASSOCIATED BUSINESS PAPERS 


NEW YORK 17, NEW YORK 
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Published in Delhi—India’s Capital City 
— The Hindustan Times ranks as the 
foremost English language Daily in Delhi 
Province, the Punjab, North-West Fron- 
tier Province, the United Provinces, 
Pajputana, Central India and the Central 
Provinces. Its popularity among the mid- 
dle and upper classes is a fact which 
should not be neglected by advertisers. 
In the same areas, Hindustan (in Hindi) 
; 2 is equally popular among the vast ma 
“= jority who are strangers to English. 


The Findustan Gimes 


Hinodust 
(in Hindi) 
By reason not only of the wide coverage afforded by these two popular 
Dailies, but of the quality of the readership, The Hindustan Times (in 
English) and the Hindustan (in Hindi) are highly effective media for 


advertisers. They should find a prominent place in every Indian ad- 
vertising schedule. 


Rates, specimens and full particulars from: 


THE HINDUSTAN TIMES, LTD. 2/3, Solisbury court, 


Fleet Street, London, E. C. 4. Cables: Hintimes London 
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CHARLESTON, S.C.—EMPLOYMENT PLENTIFUL 
MARKET ACTION SWIFT 


Southern Railroad Terminal, — Febru- 
ary 1, to March 31, 1946 loaded 181 
ships (Europe bound) with 31,000 cars 
— 1,500,000 tons of coal. 


The News and Courier 
And The 


CHARLESTON EVENING POST 


CHARLESTON, S. C. 
REPRESENTED BY THE JOHN BUDD CO. 


~ 


Advertising Age, May 27, 1946 


The Coming Battle: Private or National Brands? 


A. O. Buckingham of Brand Names Research Foundation and Norman S. Rabb of Economy 
Grocery Stores Corporation, a large chain, debated the value and place of private and national 
brands at the final session of the American Marketing Association meeting in Boston, May 17. 
Prof. Neil H. Borden, author of “The Economic Effects of Advertising” and numerous other stud- 
ies, represented the “middle man.” Pertinent extracts from their arguments are presented here, 
side by side, because it is obvious that the private vs. national brand argument will rage with 
increased fury during the next few years. 


By A. 0. BUCKINGHAM 


Vice-President, Cluett, Peabody 
& Co., and Chairman, Brand 
Names Research Foundation 


The confidence and patronage 
of Mr. and Mrs. America will be 
tested under two fires, one from 
without and one from within the 
world of business. Outside, the 
chorus of sneers—‘‘The public 
pays for the advertising,” “brand 
names and trademarks are a 
form of monopoly,” etc., is al- 
ready regaining its peacetime 
volume. . . 

Inside business, the so-called 
private label brand movement 
will make another big try to sub- 
stitute the distributor sayso for 
the authority of the man who 
made the product. .. Some man- 
ufacturers, the rock of whose 
business volume is their brand 
name patronage, will continue, 
unwisely, I believe, to nourish 
the virus that saps their own 
essential strength by carrying 
water on both shoulders and sell- 
ing part of their production to 
the private brand vendor and 
cooperatives. . . 

When certain mail order cata- 
logs say repeatedly and the 
clerks of certain chains are 
taught to chant the dishonest 
fallacy, “Save the advertising 
cost—this is the same as the na- 
tional brands—for less money,” 
I am moved to wonder at their 
own short-sightedness. 

When I see small canners in- 
viting in. government inspection 
services to give theirs “A,” “B” 
and “C” gradings aimed at a 
fancied equalization of competi- 
tion with the established food 
brands, I think of the fable of 
the circus man who invited the 
camel to stick his head in the 
tent. 


* * * 


The public can be confused in 
its buymanship if we surrender 
the rostrums and media of infor- 
mation to the exclusive use of 
destructive influences. . . They 
are entitled to hear the familiar 
and reassuring voice of those 
who sponsor our prevailing sys- 
tem. 

Such a program is under way 
with the leadership of the Brand 
Names Foundation. Not only is 
the foundation doing an intelli- 
gent background spearhead job 
of telling the story of how 
makers’ brand names and adver- 
tising serve the consumer .. . 
but it is also about to mobilize 
national advertisers each to 
undertake individual support of 
the informative program by al- 
locating some of their regular 
advertising space to the broad 
story, as they did with wartime 
measures and problems. 


* * * 


I recommend these measures: 

1. Unfailing recognition of the 
challenge of brand name com- 
petition to keep the traditional 
edge of quality on any and every 
product bearing an _ honored 
name. 

2. Intelligent cooperation in 
any intra-industry proposals to 
improve the definitive quality of 
brand labels. 

3. Respect the moderate price- 
volume distribution policy on 
which the whole brand names 
system is built. 

4. I sincerely recommend to 
manufacturers who have one foot 
in the stirrups of two horses that 
they reevaluate their present 


policies. 


By NORMAN S. RABB 


Vice-President, Economy Grocery 
Stores Corporation, Boston 


It may be difficult to live on 
the meager profits of nationally 
advertised brands, but it is 
equally true that no _ sound, 
progressive retail food store can 
live without them... 

There are six major reasons 
for private brands in the retail 
food field: 

1. To offer private brands as 
a substitute for national brands 
in order to make a larger gross 
profit, for advertised brands are 
highly competitive and often sold 
at close margins. 

2. To offer a continuity of 
brand (rather than relatively 
unknown brands of small pack- 
ers). 

3. To offer superior quality 
(as in the bakery products, 
produce, eggs and butter fields). 

4. Perhaps most important, to 
offer their customers quality mer- 
chandise at lower prices than 
national brands. (Mr. Rabb cited 
products in his own store, such 
as tea bags, evaporated milk, 
bread, peanut butter and bev- 
erages, with price differentials 
between private label and ad- 
vertised brands ranging from 
11% to 41% of the retail price.) 

5. The. ability to manufacture 
in large quantities and offer un- 
usually low prices with which 
other retailers may have diffi- 
culty in competing. 

6. .As a defensive measure, in 
order to offer comparable values, 
regardless of profit or lack of 
profit. 

* * * 

As to the future: I believe 
there is a definite place for pri- 
vate brands to be merchandised 
side by side with national 
brands. . . There need be no 
battle of the brands. There is 
room for both,.. We will allow 
the private and national brands 
to compete side by side on our 
shelves so that the consumer may 
freely express her preference for 
the brand that best suits her 
needs and her pocketbook. 
Supermarkets will provide the 
real test as to the ability of pri- 
vate labels to stand on their own 
feet. 

po * * 

There is a definite need for 
more information on all labels. 
We intend to give our customers 
as much helpful information 
concerning our private labels as 
we can, Closely connected 
is the use of government labels 
specifying grade of product as 
determined by the continuous 
inspection service of the Depart- 
ment of Agriculture, now in op- 
eration in 57 canning organiza- 
tions. I believe there will be a 
sharply increased trend toward 
the use of this grade labeling on 
private labels. 

co * * 

Our future plans call for pri- 
vate labels on less than 15% of 
the total number of grocery 
items sold in our stores. We 
feel that too large a percentage 
of private labels on our shelves 
is undesirable. 

It is my opinion that with the 
end of OPA there will be a re- 
sumption of the development of 
private labels in the food chain 
and supermarket industry. 
Within a few years, the private 
label trend will be felt in the 
fields of frozen foods and pre- 
packaged fresh fruits and vege- 
tables, but I do not feel that this 
means the displacement of na- 
tional brands. 


By NEIL H. BORDEN 


Professor of Advertising, 
Harvard University 


Mr. Buckingham ... has im- 
plied that consumers, distributors 
and the economy as a whole will 
best be served if the battle of 
the brands is limited to a battle 
among manufacturers’ brands, . . 
Mr. Rabb, on the other hand, 
would not admit for a moment 
that his activity as a private 
brander in any way threatens 
our free enterprise system. 

My conclusion is that the wel- 
fare of the economy will be 
served best not by limiting the 
competitive struggle to manu- 
facturers’ brands, but by having 
a glorious free-for-all, with man- 
ufacturers’ brands competing not 
only among themselves but also 
with distributors’ brands; and 
distributors’ brands competing 
among 
with manufacturers’ brands. 

* * * 


Merely by establishing brand 
reputation through aggressive 
promotion manufacturers cannot 
evade direct price competition 
among themselves, but we know 
that competition is often carried 
out to a considerable degree in 
advertising and other nonprice 
forms rather than primarily on 
price. Wide gross margins per- 
sist and advertising expenditures 
are high. 

Manufacturers are the ones in 
our economy who have sought 
to develop a profitable demand 
for new and improved merchan- 
dise. .. The aggressive selling 
of manufacturers about their 
brands of new and differentiated 
merchandise has played an im- 
portant part in bringing invest- 
ment and in raising our economy 
to ever higher levels... 

But a competition directed 
largely on nonprice forms, that 
is, on advertising and product 
differentiation, is not fully de- 
sirable from the standpoint of 
consumers. . It is here that 
many private branders perform 
their service to the community 
at large. They give consumers 
an opportunity to buy merchan- 
dise with price as an important 
consideration. They force man- 
ufacturers to give greater atten- 
tion to price. They prevent com- 
petition from going too largely 
into advertising and other non- 
price forms. They hold these 
costs in check. 

* * K 

It is the history in the battle 
of the brands that the private 
brands gain in periods of depres- 
sion, that the national brands 
improve their position in periods 
of good business. . . 

I have been speaking primarily 
of the competition between the 
manufacturers’ brands and the 
private brands, but. . . there is 
also a competition of private 
brand against private brand. . . 

The more competition among 
private branders develops, the 
more all competition is forced 
onto a price basis, and the more 
are manufacturers forced to 
weigh the effect of nonprice 
forms of competition against 
price competition. 

* * % 

In my opinion, the only way 
private branding will be held in 
check by manufacturers is 
through their following of sound 
price and merchandising policies, 
If they-seek to maintain too high 
margins and place too great re- 
liance on competition in non- 
price forms, they will invite the 
entry of private brands. 
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Grade Labeling 
Advocates Blasted 
at BNRF Meeting 


‘Operation Baltimore’ 
Starts Sample City 


Brand Name Drive 


Baltimore, May 22.—Asserting 
that “false propagandists” plan to 
“subordinate brand names until 
they die of atrophy,” A. O. Buck- 
ingham, chairman of the Brand 
Names Research Foundation and 
vice-president of Cluett, Peabody 
& Co., keynoted the testimonial 
dinner held here yesterday jointly 
by the foundation and the Adver- 
tising Club of Baltimore, in honor 
of Maryland brand names with a 
history of more than 50 years. 

The dinner was the kick-off for 
“Operation Baltimore”’—an effort 
to increase brand name advertis- 
ing in a sample city, helped by a 
formidable plan book. 

“Twenty-six of 29 books listed 
as authorities on the ‘economics of 
consumption’ of the New York 
Public Library,” Mr. Buckingham 
reported, “tell us that brand names 
and national advertising are in 
one way or another anti-social. 
Government, more government, 
and still more government is held 
by all these thinkers to be the 
answer—until we buy, not by 
brand name, but by mandatory 
grade labels ... and sell... by 
directed national distribution.” 


Emphasizes Basic Values 


The foundation’s essential func- 
tion, he said, is to emphasize to 
the consumer the basic values in- 
herent in American methods of 
distribution, brand identification 
and advertising. Recalling that 
the foundation was founded by 
dress manufacturers, he reported 
that advertisers from many fields, 
as well as agencies, “have sensed 
the need of a commonly-supported 
foundation . . . removed from the 
difficult controversies regarding 
in-plant policies.’ No other or- 
ganization otherwise conceived, 
Mr. Buckingham added, could 
counteract “the growing tides of 
destructive thought, the cult of 
distrust” which emanates from 
“the innumerable self-appointed 
spokesmen of the consumer.” 

The foundation’s work has three 
phases, he said: (1) establish facts 
supporting the brand name sys- 
tem’s case; (2) develop materials 
helpful for information media in 
telling a story “which all media 
want to tell”; (3) and it is about 
to initiate the broadest and most 
effective aspect of its work. This 
is provision of background and 
leadership for a common presen- 
tation of the facts about brand 
names to the public by all adver- 
tisers . . . “that phase will be 
launched here at your advertising 
club.” 

If the third phase meets the 
same success the first two had, 
Mr. Buckingham assured the group 
of a great impact on public con- 
sciousness. The foundation is a 
low-cost project, he asserted, say- 
ing that a budget of $450,000 an- 
nually would meet all its fore- 
seeable needs. 

Mr. Buckingham then presented 
testimonials to 40 companies, rep- 
resenting 56 brand names con- 
tinuously in use for 50 years. The 
list ranged from Crosse & Black- 
well Company’s food delicacies, 
first merchandised in 1706, to 
Standard Gas Equipment Corpo- 
ration’s Vulcan gas cooking equip- 
ment, merchandised in 1895. 


Abt Signals H-Hour 


Baltimore was chosen as the test 
city for the brand name campaign 
because “good ideas never flop” 
here, Henry E. Abt, managing di- 
rector of the foundation, told the 
advertising club as he traced the 


history of the planning which pre- 
ceded “Operation Baltimore.” 

The plan book which is the 
basis of the campaign is markedly 
similar to those prepared for Ad- 
vertising Council-Office of War 
Information campaigns during the 
war, and the agency which as- 
sisted in its preparation was 
Young & Rubicam. Basically, the 
book suggests specific promotion 
for all brand names in copy, with 
typical messages changed from 
“Its 249-year-old name, de Kuyper, 
is your best guide to quality” to 
“Its 249-year-old name, de Kuy- 
per, like all brand names, is your 
best guide to quality.” 

Advertisers were urged to re- 
member all media, to inject pro- 
motion for brand names into radio, 
newspaper and magazine copy, 
inio displays, delivery truck panels 
and merchandising services. Fi- 
nally, advertisers were asked to 
join the BNRF—whose annual 
dues are scaled from $1,200 for 
companies whose annual sales are 
$1,500,000 or less to $7,200 for 
companies whose sales are $10,- 
000,000 or more. But all attendant 


agencies and advertisers were 
asked to check which of their 
media would be devoted to brand 
name promotion as part of “Oper- 
ation Baltimore.” 


Two Join Publishers 


George Sutton, formerly with 
the Chicago Tribune, has joined 
the Buse Publications’ advertising 
staff as western representative, 
with headquarters in Chicago. 
Marion Collins, formerly with 
Bowman Publishing Company, has 
been appointed fashion editor of 
the Buse Women’s Group, com- 
prising My Love and Movie Play. 
The company is offering a $100 
prize, to space executives only, 
for the best slogan, sentence or 
paragraph describing the screen- 
romance market. Entries should 
be mailed to Jack Leighton, ad- 
vertising director, Buse Publica- 
tions, 1841 Broadway, New York. 


Gromer Joins Hammer 


Edwin Gromer, formerly with J. 
Walter Thompson Company, New 
York, has joined Hammer Adver- 
tising Company, Hartford, Conn., 
as art director. 


Glass Makers 
Deny Monopoly: 
Cite Unit Savings 


Toledo, O., May 23.—The de- 
fendants last week flatly denied 
that they were guilty of monopoly 
practices in the flat glass field, 
as the Department of Justice 
pressed anti-trust charges against 
Pittsburgh Plate Glass Company 
and Libbey-Owens-Ford Glass 
Company, as well as seven other 
corporations, one glass trade as- 
sociation and numerous company 
executives. The government al- 
leges that “since 1935 the flat 
glass industry in the United States 
has been controlled and completely 
dominated” by the defendants. 

In filing their answer in federal 
court here, the defendants con- 
tend that a revolution has oc- 
curred in the glass industry in the 
past 20 years, that the require- 
ments of the automobile makers 
could be met only by large inte- 
grated glass manufacturing com- 
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panies, and that improved prod- 
ucts and reduced unit costs have 
resulted from their actions. 

The companies also answered 
that trade practices relative to 
pricing are traditional in the glass 
field; that foreign investments of 
the’ companies were of minor 
character, and that certain of the 
patent transactions cited by the 
government as evidence of monop- 
olistic practice were made _ to 
settle ‘infringement claims in the 
early development of safety glass. 

The government has asked the 
court to dismember the large com- 
panies into economical producing 
groups, and asks the dissolution 
of some defendants, 


Plans Medical Quarterly . 


Insurance Medicine will make 
its bow about July 1, published by 
Dunne Press, Louisville, Ky. The 
publication, to begin as a quar- 
terly, is planned “to provide liai- 
son between field doctors and 
medical directors of insurance 
companies.” Harry W. Fox will 
be advertising manager, with 


headquarters in Chicago. 


The Thunder of Ten 
Thousand Hoofs--- 


Again the thunder of the herds resounds 
in Texas. Not the stampeding roar of wild 


horses or cattle. . 


. Now the horses are sub- 


dued . . . confined beneath the hoods of 
motor cars in endless streams. 


Traffic in downtown Dallas . . . in every 
city and town of the Dallas market area... 
on the highway into the city ... all are one 
big major problem. The city fathers .. . 


especially . . 


. are frantic. 


This flood of horsepower is the old 


‘a 


stampede in the modern 
fairly orderly. Only an 


. . the fathers 
are frantic 


manner. It’s all 
occasional driver 


is still wild. But it’s terrific. 


The whole Dallas market is bursting its 


seams ... and the growth 


is only beginning. 


As a market, it is gaining on practically 
every bigger market in the country. 


Of course, the power of The Dallas News 
gains apace. In days to come, ‘this market- 


wide medium will deserve a new place of 


prominence in your advertising plan. 


SELL THE READERS OF THE NEWS AND YOU HAVE SOLD THE DALLAS MARKET 


_ he Dallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND KGKO 
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John B. Woodward, Inc. 
Representatives 
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Grumbling Britons bewailing 
the current shortages of goods in 
England despite the war’s end 
will, early in June, find themselves 
confronted with a “massive” gov- 
ernment propaganda campaign to 
remind them of the paramount im- 
portance of exports which are cur- 
rently accounting for the fact that 
Englishmen can’t buy what they 
want. Size of the campaign, which 
includes newspaper and business 
paper advertising, posters, short 
films and radio time, may be esti- 
mated from the size of the allot- 
ment for press publicity alone, a 
cool $800,000. 

* * * 

Watch the Ford dealer account, 
which is reliably reported as ready 
for another shuffling. Now Maxon 
has 26 of the 33 dealer accounts, 
and Thompson has seven. Once 
upon a time, the agencies were set 


to switch accounts, giving Thomp- 
son the whole Southeast region— 
where they have all but Washing- 
ton and Richmond anyway, in ex- 
change for the Thompson West 
Coast accounts. The deal never 
went through, and JWT subse- 
quently nailed the Chicago dealers. 
At present, as AA reported first 
on Dec. 12, 1945, the basic assess- 
ment is $10 per car, split as fol- 
lows: $8 for straight advertising, 
$1 for merchandising, and $1 for 
the Bob Crosby show. The Crosby 
show, incidentally, is placed 
through JWT, but obviously, most 
of its supporters are handled by 
Maxon. 

Ford is also eager to go back 
into the financing business and is 
appealing for relief from the con- 
sent decree under which the com- 
pany agreed to divorce itself from 
ownership of the Universal Credit 


@ There are eleven counties in | 
_ Tampa's retail trade area, with- — 
in aradius of 75 miles. The pop- 
ulation of this 


SEE Oe 


_ @ Eliminating St. Petersburg, next — 
largest city just 19 miles across — 
_ the bay, one half of the popula- 

~ tion of these eleven counties is _ 

inthe Tampa Times own county, © 

Hillsborough! In this territory, — 

_ the Tampa Times has a net paid» 
“giemmemon ot4o32Z.'- 


®@ The Tampa Daily Times is Hillsborough — 
County's only afternoon newspaper, offer- 
_ing a quick route to a mass market in one of © 
Florida's richest territories. 


@ People in this county are "buy-minded” ” 


and its merchants are “Times-minded” as 
evidenced by the fact that the Times con- 
sistently carries a majority of Tampa's six- 
day-a-week local retail lineage. 
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Corporation and not to influence 
dealers in their choice of a finance 
company. 

* * * 

You’ll be hearing more about a 
survey made by Blaine-Thompson 
Company, New York agency, on 
copy themes in outdoor advertis- 
ing. The survey, which was made 
by polling plant operators for re- 
tentive reaction to specific posters, 
permits for the first time divorce 
of the amount of money spent from 
recognition. The agency is lining 
up other agencies to persuade Out- 
door Advertising Incorporated to 
begin similar studies on a con- 
tinuous basis. 

* * * 


The British government is drop- 
ping its attitude of indifference 
and will actively oppose commer- 
cial broadcasting from American 
or other companies to England 
from stations in Eire, Iceland or 
the continent. Herbert Morrison, 
Lord President of the Council, de- 
clares that the British govern- 
ment’s policy is to do everything 
in its power to prevent the direc- 
tion of commercial broadcasting to 
England from abroad. 


Norman A. Mack Expands 


Norman A. Mack & Co., New 
York agency, has announced the 
following staff appointments: Wil- 
liam K. Jacoby, formerly with 
Kleppner Company and Abbott 
Kimball Company, art director; 
Charles R. Tanton, formerly with 
the Biow Company, merchandise 
account executive; Frances Taylor, 
formerly with Franklin Bruck Ad- 
vertising Corporation and Duane 
Jones Company, copy chief; Bergit 
Redmond, formerly with Compton 
Advertising, copywriter; Truly 
Bach, formerly with Sterling Ad- 
vertising Service, fashion account 
executive, and Elliott Greenfield, 
director of research. 


Advertising Age, May. 27, 1946 


PLAN BENDIX CAMPAIGN—Plans for the fall advertising campaign for the 

Bendix Home Laundry, largest ever undertaken by Bendix Home Appliances, 

South Bend, Ind., are being discussed by advertiser-agency heads. Left to right 

are W. C. Jones, assistant director of advertising; Walter J. Daily, advertising 

and promotion director; Arthur Tatham and Kenneth Laird, principals of Tatham- 
Laird, Chicago, which takes over the account July |. 


Massachusetts 


Leads Radio-wise 
in BMB Survey 


New York, May 22.—Findings 
just reported by the Broadcast 
Measurement Bureau show Mas- 
sachusetts leading all states in per 
cent of home radio ownership, 
with 97.9% of all families owning 
sets. 

The BMB study, based on U. S. 
Census Bureau data including a 
recently released total figure of 
33,998,000 radio families in the 
U. S., ranks Rhode Island second 
with 97.7% radio ownership, fol- 
lowed by New York with 97.6% 
and Connecticut and New Jersey 
tied with 97.5%. New York leads 
all states numerically with 3,667,- 
000 radio families. 


Regional leaders percentagewise 
are New England and the Middle 
Atlantic area, each with 96.9%. 

Radios are owned by 90.4% of 
the nation’s estimated 37,600,000 
families, the survey finds, where- 
as in 1940 only 82.8% of the na- 
tion’s 34,854,532 families possessed 
sets. 


Newsprint Still Low 

Daily newspapers reporting to 
the American Newspaper Publish- 
ers Association show that stocks 
of newsprint paper on hand were 
30 days’ supply at the end of April, 
an increase of one day’s supply 
compared with stocks on hand at 
the end of March. Dailies report- 
ing to the ANPA showed 43 days’ 
supply at the end of April, 1945; 
47 days at the end of April, 1944; 
52 days at the end of April, 1943, 
+d 35 days at the end of April, 
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 # THE PAST twenty years the Baking 
Industry has advanced from every 
standpoint: improved machinery, more 
scientific baking techniques, better mer- 
chandising methods and vastly greater 
volume. The new study charts and ex- 
plains the present market resulting from 


The study covers: 


Organization of the Baking Indus- 
try (wholesale, retail and house-to-house 
bakeries) . .. how each type operates 


Operating details of the major buy- 


shows how ingredients, equipment and 
supplies are actually used). 


A Complete New Study 
of the 
Baking Industry 


This Bakers Weekly market analysis 


4 


— the first study of the Baking Industry to be com- 
piled in twenty years—tells how the industry is 
organized,- how it buys, how it merchandises its 
products. Includes ideas on how to sell the bakers. 


Charts of bakers’ buying practices 
—supply house functions. 


Proved methods of selling and ad- 
vertising to the Baking Industry. 


Describes use of products like these 


Food ingredients 


Bakery equipment (mixers, kneaders, 


ovens, etc.) 
Plant and store furnishings and fixtures 
Delivery vehicles 
Shipping containers and cartons 
Merchandising aids 


Heavy plant equipment (boilers, conveyors, 


Pictorial section 


etc.) 


Bakers Weekly, 


45 West 45th Street, New York 19, N. Y. 
Please send me my FREE copy of the Bakers Weekly 
Market Study —‘*The Baking Industry and How to 
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Company 


Position 


Street. 


Zone State 
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power transmission equipment, 
handling equipment, etc.) 

Miscellaneous industrial supplies (lubricants, 
cleaning compounds, valves and fittings, 


materials 


Copies of ‘The Baking Industry and 
How to Sell It” are available on request 
to manufacturers and to their advertis- 
ing agencies. 


~---1 THE BUSINESS MAGAZINE OF THE BAKING INDUSTRY 
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FCC Gets ‘Rule’ 
on Subscribing 


to Newspapers 


Washington, May 22.— As the 
Comptroller General of the United 
States sees it, a publication con- 
taining general and current news 
is a newspaper even though its 
contents are restricted to interest 
only a portion of the public or a 
particular profession. 

While this formula probably 
won’t be worth a plugged nickel 
in contesting government paper 
usage or postal regulations, it is 
sufficiently weighty in the matter 
of federal expenditures so that 
the FCC will have to think again 
before renewing its subscriptions 
to Variety. 

Under FCC’s appropriation bill, 
the commission may not spend 
more than $50 a year for news- 
papers and periodicals, but this 
limitation does not apply to scien- 
tific, technical, trade or traffic 
periodicals necessary in the per- 
formance of authorized functions, | 


Based on Radio News 


Acting Chairman Charles Denny 
thought that Variety, with 14 
pages of radio matter in a recent 
issue, might come under this sci- 
entific, technical, trade or traffic 
definition, leaving the commission 
free to put the whole $50 peri- 
odical fund into subscriptions to 
the commissioners’ favorite news- 
papers. 

While the courts have recog- 
nized the difficulty of laying down 
a rule of distinction between 
newspapers and other publications, 
Comptroller General Lindsay War- 
ren told him there is reasonable 
unanimity in the opinion that 
where the publication contains 
general and current news, the 
circumstances that such news is 
restricted to a particular subject 
matter or is of a nature that per- 
haps is of interest only to a por- 
tion of the public, does not serve 
to remove this publication from 
the classification as a newspaper. 

“So far as concerns Variety” he 
said, “It appears to be devoted 
exclusively to news and informa- 
tion concerning the principal fields 
of present-day entertainment, mo-| 
tion pictures, music, the stage and 
radio, and contains advertising, 
critical reviews, business reports, 
etc., relating thereto which, while 
designed to especially appeal to or 
serve the interest of those who are 
professionally engaged or financi- 
ally interested in those activities, 
nonetheless is to a considerable 
extent news and information of a 
general and current nature such 
as may be found in the ordinary 


| 


Petri Wine Radio Deal 


Goes on 52-Week Basis 

For the first time in the Mutual 
network’s history, a sponsor has 
been signed on a 52-week basis. 
Petri Wine Company, through 
Young & Rubicam, will sponsor the 
summer replacement for its cur- 
rent show, “The Adventures of 
Sherlock Holmes,” heard Mon- 
days at 8:30 p.m. EDT. The fill-in 
show, ‘“‘The Case Book of Gregory 
Hood,” will go on the air June 3 
for 13 weeks. 


Three Join Buffalo Agency 


Gertrude M. Moesch, former 
fashion columnist and a radio 
commentator, has been named 
head of the radio division and ac- 
count executive of Backes, Weis- 
beck & Besig, Buffalo agency. 
Cecile M. Watt, recently dis- 
charged from the Waves, has been 
appointed copywriter and market 
research editor, and Gladys S. 
Schneider has been named ac- 
count executive. 


Television Society 
Reelects Shupert 


George T. Shupert, assistant to 
the president of Television ‘ Pro- 
ductions, Inc., Hollywood, Cal., 
was retained as president of the 
American Television Society in 
the organization’s annual election 
of officers recently in New York. 
The society was formed in 1941 
to foster the advancement of video. 


Sight Light to Hoyt 


Sight Light Corporation, Deep 
River, Conn., manufacturer of 
specialty lighting equipment for 
consumer and manufacturer use, 
has appointed the Charles W. Hoyt 
Company, New York and Hart- 
ford, Conn. 


First FM Station 
New Orleans’ first FM radio sta- 
tion began operating May 15 with 


call letters WRCM on a frequency | 


End British Discount 
Arrangements for a 244% dis- 

count, in addition to maximum 

series discounts, in effect between 


the British. government and _ press. 


during the war, has been termi- 
nated. 


65 
Renew British Fair 


The annual British Industries 
Fair, suspended during the war, 
opened again this month in three 
sections, two in London and the 
third, for heavy industries, in 


Birmingham. 


8 Rak 


The record ak nianth 


of the finest perfume 


and cosmetic advertising 


FASHION 


BEAUTY 


of 95.3 megacycles. | 


newspaper.” 


Starts Own Business 
Donald L. Campbell, former ac- 
count executive with Jos. W. Hicks 
Organization, Chicago, has opened 
his own public relations firm at 
218 E. Ontario St. James L. Isham, 
formerly with K. E. Shepard 
Company, is account executive. 


Sonotone Names Hendry 


A. Hendry, formerly assistant | 
Canadian manager of the hearing 
aid division of Acousticon Dicto- 
graph, has been named general 
sales manager of Sonotone Com- 
pany of Canada, Toronto. 


| 
“pur ER THERE, 


PAaRD/” 


Put your advertising 
in WESTWAYS, 
the only All-South- 
western travel mag- 
azine. Write for a 
copy. Circulation, 
100,000 


Witwuy 


MAGAZINE 


Coliforne 


eee angeles 54 


Mh paling 4 


Could be any deb, any starlet or any career 


miss under the chic chapeau, which features ruffles asa gi 


soft touch for brim trim . . . nifty on the neckline, too 
. . . Indicates the trend to apparel accents—dickeys, 
peplums, ponchos. Couturier creations? Nope! .. . 
merely hints .. . for thousands of home girls . . . girls 
perfectly at home with needles... and new ideas! 


Very contemporary prints 

The Garner family out in Iowa 
discovered a decor darb—three 
handprints of the little Garners... 
matchless motif made by pressing 
progeny paws into sardine cans of 
soft plaster...let harden, remove 
casts, paint peachand hang. You’ll 
be seeing copies coast-to-coast! 


Gag for Flannel Mouths... Short course in confounding 
moths. ..simple procedure for putting away mittens, sweaters, 
skirts . .. tricks, with pix, on packing blankets for storage... 
Buying Tips... 
portraits of peacetime 
pots and pans 

.. . kitchen comers! | 


Spring Pies... 
soos assembling America’s ) 
} favorite dessert. . . 


« 
de. A Ground Meat 


‘ih ay : 
Saw For Fun... 3 i yg® Treats... meat balls 
plywood pinup girl... ("| NS 


w 


. that ain’t... 
For the Children’s Corner... make 
double-duty furniture grow withkids... é J Oh, Those 
AS Aching Feet! 


AllAround the House. sample: save be \ * 


wishbones toglamorize gift wrapping... A Y 


4 


...S1X Exercises 
for walking 
on air... 


iV 


Treat Your Refrigerator Right... 
care and feeding of coolers... 7 \f 


Wondering what woman’s magazine has all 
these articles, all these interests ...so much service in one 
issue?... It’s SUCCESSFUL FARMING... top woman’s magazine 
to more than a million women in top farm families. . . on 
the top farms in the nation’s top farm territory—the thirteen 
Heart States, plus New York and Pennsylvania... Women 
with more interests, naturally... more wants and needs... 
more to spend... who make SF a must medium to a major 
market... and the most medium for the money in America! 
... SuccessFUL FARMING, Des Moines, New York, Chicago, 
Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 
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‘Post’, ‘Reader's Digest 


Lead in Media Promotion 


‘Coronet’ Near Top; 
‘American Weekly’ 
Spends $360,000 


New York, May 22.—Curtis 
Publishing Company, the Reader’s 
Digest, Esquire, Inc. (mainly for 
Coronet), Hearst Magazines and 
Time, Inc., probably led all major 
media—magazines, newspapers and 
radio—in promotion expenditures 
in 1945. 

Each of the first three spent 
more than $1,000,000 in 1945. For 
all promotional purposes—institu- 
tional, circulation and advertising 
—the larger magazines, news- 
papers and radio stations and net- 
works probably spent a total of 
more than $25,000,000 in all 
media. Their expenditures in 1946 
generally will be larger, as sell- 
ing becomes more competitive and 
more space in other media be- 
comes available. 

These data are based on a sur- 
vey by ADVERTISING AGE and on 
figures of leading magazines and 
network radio advertisers (AA, 
March 25), compiled by Publishers 
Information Bureau, and on na- 
tional advertisers in 333 news- 
papers (AA, April 29), prepared 
by Media Records, Inc. | 


Only a Portion 


All three sources together failed 
to present the complete picture 
of media promotional efforts. They 
did not include, for most com- 
panies, expenditures in such media 
as business papers, direct mail, 
spot radio, outdoor posters and 
motion pictures. Radio talent costs 
also are lacking. But comparisons 
of available data still may be re- 
vealing. 

Although Curtis is estimated to 
spend more than $3,000,000 an- 
nually in promotion, only about 
$2,000,000 in 1945 could be ac- 
counted for. Of this, $1,020,108 
went into daily newspapers; $104,- 
110 into magazines, and $940,376 
into network radio. The Saturday 
Evening Post alone has_ been 
spending at the rate of about $2,- 
000,000 annually in all media—or 
probably four times as much as 
Life or Collier’s—and the intro- 
ductory campaign for the new 
Curtis magazine, Holiday, is said 
to have cost $500,000. 


in network radio; Hearst Maga- 
zines (Cosmopolitan, Good House- 
keeping and Motor), $484,935 in 
newspapers; Crowell-Collier (for 
American, Collier’s and Woman’s 
Home Companion), $463,596 in 
newspapers, and Time, Inc. (for 
Life and Time), $98,567 in news- 


papers, and $367,404 for. “The 
March of Time” on ABC net- 
work. 


Other media listed as spending 
a total of $100,000 or more in 
newspapers were: McGraw-Hill 
(partly for books), $244,658; 


Hearst Newspapers, including The 
American Weekly, $182,503; Mac- 
fadden, $143,061, and Fawcett, 
$124,639. 


Others Are Big Advertisers 


In the $50,000-$100,000 bracket 
in newspapers in 1945 were Farm 
Journal, Inc. (including Path- 
finder), $86,090; Financial World, 
$70,879, and Popular Science Pub- 
lishing Company (including Out- 
door Life), about $65,000. The 
Wall Street Journal’s newspaper 
expenditure was $46,110; Sports 
Afield, $44,489; Chicago Journal of 
Commerce, $26,758; Hillman Peri- 
odicals, $25,371, and Forbes’, $20,- 
075. 

Spending from $10,000 to $20,- 
000 in daily newspapers were the 
Des Moines Register and Tribune, 
Louisville Courier-Journal and 


Times, New York Times, The New 
Yorker, Philadelphia Inquirer, 
Scripps - Howard Newspapers and 
Sunset Magazine. 

The only expenditure listed for 
Columbia Broadcasting System in 
the three media in 1945 was $56,- 
600, in magazines. This was about 
$25,000 less than the CBS maga- 
zine figure of $81,120 in 1944, but 
was more than three times its total 
in this medium in 1943 and in 
1942. Meanwhile, National Broad- 
casting Company spent $101,740 
in magazines in 1945, as against 
$110,760 in 1944. NBC and Curtis 
Publishing were the only media 
listed by PIB which spent more 
than $100,000 in magazines last 
year. 

Although various publications 
used individual stations or spon- 
sored special network broadcasts, 
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The Saturday Evening Post, Coro- 
net, Reader’s Digest and Time, ac- 
cording to network reports, were 
the only ones sponsoring regular 
network broadcasts in 1945. Lib- 
erty last January started a weekly 
network series on ABC, featuring 
Fiorello LaGuardia. 


Budgets Go Up 


All told, in 1945, AA was in- 
formed, The American Weekly and 
Puck—the Comic Weekly spent 
$450,000 in promotion—divided, 
respectively, $320,000 and $130,000. 
For 1946, the total is being raised 
to $510,000—of which $360,000 is 
for The American Weekly and 
$150,000 for Puck—the Comic 
Weekly. Of last year’s $450,000, 
$200,000 went for newspapers; 
$120,000 for magazines; $80,000 
for direct mail, and $50,000 for ad- 


Reader Promotion for ‘Digest’ | 


The Reader’s Digest, the domes-_ 
tic edition of which does not carry | 
advertising, was listed as spend- | 
ing about $1,200,000 to expand its 
11,000,000 circulation. Of this 
$244,532 was for daily newspapers 
and $959,728 for network ragio. 
The Digest last year sponsored 
“Town Hall Meeting of the Air” 
on ABC. 

Esquire, Inc., in 1945 spent $58,- 
697 in newspapers and $1,176,187 | 


BIG DOLLARS FOLLOW 
“READERSHIP” 


In this expanding $15,000,000 post- 
war buying market, reachable ONLY 


Norristown, Pa 
TIAAES-HERALD 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGENCY | 


PREPARED 
For 


The Mining Industries 
SY THE PUBLISHERS OF 


COAL AGE 
aNo 


ENGINEERING & 
MINING JOURNAL 


® 


McGraw-Hill Catalog Services 


Let McGraw-Hill’s modern catalog services keep your catalogs instantly 
accessible to the right men the year ‘round. Distribution is thorough and 
. unequalled by individual catalogs. McGraw-Hill services 
are kept and used . . . completeness, standardization, expert arrangement 
make them the most used “looking up place”. Usage is being constantly 
promoted in McGraw-Hill magazines. The worry and expense of catalog 


accurate .. 


McGRAW-HILL PUBLISHING COMPANY + 330 WEST 42nd STREET, NEW YORK 18 
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ministration and production. 

Station WOR, New York, boosted 
its budget from $150,000 in 1945 
to $165,000 in 1946. Of the 1945 
total, about $12,000 was -institu- 
tional; $65,000 for listeners, and 
about $73,000 for advertising. 
About $65,000 of it went into 
newspapers; $11,000 to business 
papers; $9,000 to magazines, and 
the remainder into other media, 
including direct mail and _ spot 
radio. 

The Christian Science Monitor, 
Boston, spent $32,000, entirely in 
business papers, in 1945, and is 
boosting this figure to $38,000 this 
year. Look’s total in 1945 was 
$62,132, of which $54,575 was for 
radio; $5,257 for newspapers, and 
$2,300 for business papers. Its 
1946 budget is about the same. 

One large newspaper in the Far 


West, which asked not to be iden- 
tified, reported that its expendi- 
ture is being reduced from $148,- 
500 in 1945 to $110,000 in 1946. 
The Los Angeles Times, on the 
other hand, is expanding slightly, 
from $170,000 to $172,000. Of last 
year’s total, $61,000 was for out- 
door posters; $55,000 for spot radio; 
$24,000 for magazines, and $15,000 
each for direct mail and trailers 
in motion picture theaters. 

The Milwaukee Sentinel in- 
creased its budget from $46,000 in 
1945 to $60,000 this year. Major 
items in 1945 were administration 
and production, $21,000; spot radio, 
$12,000; “other media,” $6,300; di- 
rect mail, $5,000, and $1,500 each 
for business papers and news- 
papers. The newspaper figure, 
however, it was pointed out, does 
not include 167,000 lines of space 


used in the Sentinel and valued 
at about $30,000. 

Although the New York Times 
is reported to have bought only 
$86,000 of space in 1945, the total 
expenses of its promotion and re- 
search department were several 
times that figure. Promotion of 
the Times over its own Station 
WQXR and over WMCA, New 
York, were factors. 

Several publications, such as 
Liberty and the New York Mirror, 
said that their 1946 plans were 
still indefinite. Others, such as 
Crowell-Collier, declined to re- 
veal figures for either year. 


BBC Names Reid 

William R. Reid, a member of 
the New York staff of the British 
Broadcasting Corporation since 
August, 1942, has been appointed 


north American director of BBC. 
He was chief executive officer of 
the Malaya Broadcasting Corpora- 
tion in Singapore until the capitu- 
lation of the island in February, 
1942. 


Rodney Named Ad Chief 


Milton F. Rodney, for three and 
a half years with the eastern di- 
vision of the trade extension divi- 
sion, has been appointed adver- 
tising manager of the Saturday 
Home Magazine and Saturday 
Home Comics. His headquarters 
will be in New York. 


Joins Caldwell-Baker 


William Dodson, recently re- 
leased from the Army, has joined 
Caldwell-Baker Company, Indian- 
apolis, as a trainee in the produc- 
tion department, under the vet- 
erans’ training program. 
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build sales the year ’round 


preparation are shifted off your shoulders . . 


. you get better 


catalog distribution, keepage and usage for less money! Be 
sure that your company is adequately represented in these 


modern catalogs. Note the closing dates. Call or write the 
nearest McGraw-Hill office immediately. 


The BRIEFALOG is the heart 
of every McGraw-Hill Catalog 
ALL TA AEA IE ERITREA NNBB RRR 


By skilful condensation according to latest 
standards of catalog design, your cataleg 
yields the same basic buying information as 
old outmoded general catalogs, yet with new 
speed and ease for the user. BRIEFALOGS save 
on catalog production costs and the tremendous 
waste of discarded, misfiled and lost catalogs. 


EMERGENCY—Globe 
wheat emergency flour gets promotion 
in this San Diego Union newspaper 


"Al" enriched 


copy, which tells housewives that 
recipes are included in every package 
of the Pillsbury Mills product. 


Twin Coach Plans 
Largest Campaign 


Kent, O., May 21.—A $100,000 
advertising budget, most extensive 
in the company’s history, is 
planned for the introduction of 
its first postwar coaches by the 
Twin Coach Company, maker of 
motor, trolley and_ inter-city 
coaches. 

Two to eight-page color inserts 
are scheduled to appear in Bus 
Transportation, Mass Transporta- 
tion and Motor Transportation, as 
well as Canadian transportation 
journals. Supplementing the pub- 
lication campaign will be direct 
mail offering engineering data to 
public transportation officials and 
others engaged in operating mod- 
ern transit systems. 

Twin Coach also expects to put 
its new Fageol Twin Coach en- 


gine into the marine field and 
other commercial markets, and 
has acquired additional plant 
facilities in Buffalo to increase 
motor coach production. _ 

Palm & Patterson, Inc., Cleve- 
|land, is the agency. 
P. Portfolio Appoints 

P. Portfolio & Co., New York 


manufacturer of teen-age wearing 
apparel, has appointed Redfield- 
Johnstone, New York, to handle 
its advertising. Teen-age maga- 


zines, business publications, and 
direct mail advertising will be 
used. 


The Magazine that i i 
Girt iin sales 


AMONG NEGROES 
Negro Digest Publishing Co 
5125 Calumet Avenue 
Chicago 15, Illinois 
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KOLO Joins CBS 

Station KOLO, Reno, Nev., will 
become Columbia Broadcasting 


System’s 156th outlet when it joins 
the net July 21 as an optional sta- 
tion. 

Owned by the Reno Broadcast- 
ing Company, KOLO operates with 
1,000 watts at 920 kilocycles. 


|Snader Appointed 


Howard B. Snader, treasurer of 
Vanity Fair Mills, Inc., Reading, 
Pa., has been named chairman of 
the development committee of 
Brand Names Research Founda- 
tion. Mr. Snader is former founda- 
tion treasurer, and is now a mem- 
ber of the executive committee. 
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Armed Forces 


Lee Arter (Army) has been ap- 
pointed sales and _ advertising 
manager of A. E. Rittenhouse 
Company, Honeoye Falls, N. Y. 

Science and Mechanics, Chicago, 
has announced the appointments 
of Kenneth E. Manges (Army) and 
John G. Anastos (Navy) as circu- 
lation manager and classified ad- 
vertising manager, respectively. 
Also appointed were William C. 
Olendorf (Navy) and Henry G. 
Dykhouse (Army) to the adver- 
tising sales staff. 

Raymond L. Henley (Army) has 
been appointed sales manager of 
the premium department of Na- 
tional Enameling & Stamping 
Company, Milwaukee. 

Robert H. Ames (Navy) has been 
|appointed assistant director of 


public relations for Pennsylvania- 
Central Airlines, Washington. 

James P. Anderson (Navy) has 
rejoined Crook Advertising 
Agency, Dallas. 

Phineas L. Webber Jr. (Army) 
has joined the traffic-production 
department of Geyer, Cornell & 
Newell, New York. 

Frank A. Kelley (Navy) has 
joined Cole & Mason, Chicago pub- 
lishers’ representative. 

Lansing Moore (AAF) has 
opened Lansing Moore Agency, 
New York. 

George R. Wernisch (Navy) has 
been appointed assistant manager, 
concrete engineering division, Ceco 
Steel Products Corporation, Chi- 
cago. 

Thomas J. Ayres (Navy) has 
joined the editorial staff of Florez, 
Inc., Detroit promotional and 
training specialists. 

David E. Partridge (Navy) has 
returned to WLW, Cincinnati, as 
editor of WLW’s “Buy Way,” mer- 
chandising publication. 

Alfred M. Stein (AAF) has re- 
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e Omaha area. 


The chart above, based on computations by 
competent engineers, shows how much MORE 
power is needed to lay down a 2% millivolt 
signal 100 miles from Omaha at frequencies 
higher than 590. WOW's 1% 
has been established at nearly 


millivolt contour 
200 miles 


By med frequencies are approximately those of other full-time stations in 
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wow, using, 5000 watts on a frequency of 590, is in an 


area where ground conductivity is nearly perfect. 


It can be heard at a distance of nearly 
200 miles from Omaha, in any direction. 
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Because WOW carries basic 


NBC and the best local pro- 
grams it is listened to by 
most people most of the time. 
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turned as advertising manager of 
Masters Mart, Inc., New York de- 
partment store. 
Cameron Siddal (Army) has 
beermappointed acting manager of 
Cotton Poisons, Inc., Bryan, Tex., 
a subsidiary of Pennsylvania Salt 
Mfg. Company. 
James R. S. Millar (Army) has 
rejoined the advertising depart- 
ment of Sparks-Withington Com- 
pany, Jackson, Mich. 
C. Parker Libby (Navy) and 
Harry A. Perry (Navy) have 
formed Libby & Perry Company, 
Boston, sales promotion counselor. 
George Weis- 
enbach (Navy) 
hasreturned 
as advertising 
manager of the 
Seiberling Rub- 
ber Company, 
Akron. 
Douglas Wil- 
liams (Army) 
has joined the 
advertising de- 
partment of the 
Chase National 


New 
York. 
Mark B. Bryon III (Navy) has 
been named advertising manager 
of Yardley of London, Inc., New 
York. 
Oscar F. Sterling (Army) has 
joined Mitchell-Faust Advertising 
Company, Chicago, as art director 
and account executive. 
Lon C. Hill Jr. (Navy) has joined 
the art department of Roche, Wil- 
liams & Cleary, Chicago. 
John H. Skinner (Army) and C. 
Carlton Brechler (Army) have 
joined Theodore R. Sills & Co., 
Chicago, public relations counselor. 
Robert A. Kvidera (AAF) has 
joined Carnation Company, Mil- 
waukee, as editor of the com- 
pany’s magazine and public rela- 
tions assistant. 

John T. Shannon (Navy) has 
been named advertising sales rep- 
resentative for World Report, 
covering the Chicago area. 

John H. Butler (AAF) has 
joined F. A. Ensign Advertising 
Agency, Pittsburgh. 

Hannah Advertising Company, 
San Francisco, has announced the 
appointments of Mark Parnell 
(AAF), production manager; Jim 
Nutter (Marine), news bureau di- 
rector and Warren S. Carter Jr. 
(Navy), radio production. 

Lt. Col. John W. DeWolf (Army) 
has joined G. M. Basford Com- 
pany, New York agency, as ac- 
count executive. 

Paul Gerhold (Army) has joined 
the consumer research division, 
Stewart, Brown & Associates, New 
York marketing research and dis- 
tribution consultant. 

Lt. Col. Clyde H. Mathews 
(AAF) has joined Bernard Relin 
Associates, New York public re- 
lations organization, as manager 
of the Washington, D. C., office. 

Len Carey (Marine) has joined 
Batten, Barton, Durstine & Osborn, 
Los Angeles, as account executive 
on United-Rexall. 

Lt. Comdr. John F. Connery 
(Navy) has joined Newsweek’s 
foreign editions department as 
space salesman, 

Lt. Comdr. John L. Brown has 
joined Raytheon Mfg. Company, 
Newton, Mass., as sales manager, 
replacement tube department. 

William A. Stutts (Marine) has 
returned to American Viscose cor- 
poration, New York, as assistant 
manager of the advertising de- 
partment. 

Latest ex-servicemen returned to 
Benton & Bowles, Inc., New York, 
are Edward Hobler (Navy) on the 
Prudential account; John Jackson 
(Army), copy department; and 
Jean Finnegan and Anthony Kukac 
(both Army), art department. 

Morton L. Pam (AAF) has 
joined S. R. Leon Advertising 
Agency, New York, as assistant to 
the production manager. 

Russell C. Johns (AAF) has 
joined Southern Flight Air Re- 
view Publishing Corporation, Dal- 
las, as vice-president and general 
manager. 

Joseph D. Bates Jr. (Army) has 
joined Wilson, Haight & Welch, 
New York and Hartford, Conn., as 
account executive. - 

A. L. Rivera (Army) has joined 
Donovan & Thomas, New York, as 
director of radio and television. 

John J. Hanselman (Navy) has 
joined Short & Baum, Portland, 
Ore., as account executive. 


G. Weisenbach 


John O’Donnell (Army) and 
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Frank Krone (Army) have joined 
the sales force of WHBF, Rock 
Island, Ill. 

Walter Kaner (Army) has 
formed a publicity and promotion 
organization, Walter Kaner Asso- 
ciates, at 33 W. 42nd St., New 
York. 

Lt. Col. Marvin W. Thompson 
(AAF) has been appointed pro- 
motion manager for rural and 
suburban market development of 
the National Electrical Manufac- 
turers Association, New York. 

John Halpern (Navy) has joined 
the radio department of Erwin, 
Wasey & Co., New York. 

Bruce Robinson (Marine) has 
joined the Chicago office of Cos- 
metic and Drug Preview as west- 
ern advertising manager. 

Robert M. Dunn (Navy) has re- 
turned as advertising manager to 
the New York office of Ansco di- 
vision, General Aniline & Film 
Corporation, Binghamton, N. Y. 

Howard Fogg (AAF) has joined 
American Locomotive Company, 
New York, as art consultant. 

Jim McCormick (Army) has 
been appointed radio director of 
Mayers Company, Los Angeles 
agency. 

Clarke J. Trudeau (Army) has 
returned as production manager of 
Beaumont & Hohman, Inc., Chi- 
cago. 

Gordon Sparling (Canadian 
Army) has returned to Assoeiated 
Screen Studios, Montreal, as pro- 
ducer-director. 

Michael Matera (Navy) has 
joined Hanly, Hicks & Montgom- 
ery, Inc., New York, as assistant 
art director. 

John L. Clarke (Navy) has been 
named advertising manager of 
Westways, Southwestern travel 
magazine. 

Robert Stanli (Army) has re- 
turned to Malcolm Advertising 
Agency, New York, as art director. 

David Hayes (Army) has re- 
joined Export Advertising Agency, 
New York, as production chief. 

Stanley E. Wolkenheim (Navy) 
has been named sales manager, 
waterheater sales division, Edison 
General Electric (Hotpoint) Ap- 
pliance Company, Chicago. 

_ Robert E. Kilgore (Army) has 
joined the creative staff of Charles 
M. Gray & Associates, Detroit. 

Edward J. Flynn (Army) has 

opened a public relations agency 
at 1746 N. Highland Ave., Holly- 
wood. 
_ Albert E. Becker (Navy) has 
joined the advertising staff of In- 
gersoll Steel division, Borg-War- 
ner Corporation, Chicago. 

Carl J. Varga (Navy) has been 
named public relations director of 
Brown-Forman Distillers Corpo- 
ration, Louisville. 

Richard B. Walsh (Navy) has 
been appointed director of the 
Washington office, Connecticut 
State Development Commission. 

Harold R. Linebaugh (Army) 

has been appointed buyer and 
merchandiser for electric refrig- 
erators, ranges and allied products 
sold by the company-owned stores 
of B. F. Goodrich Company, 
Akron, O. 
_ Wallace C. Riddell (Navy) has 
joined John H. Hoefer & Co., San 
Francisco agency, as production 
manager. 

Foster & Kleiser Company, out- 
door advertising, has announced 
the return of Shirl McCormick 
(Army), Carl E. Schnetz (Army), 
Walter Smith (Army), John P. 
Jenkins (Army), Alfred Coxeter 
(Army), William G. Maskill 
(Navy) Phil McKinley (AAF) and 
Karl O. Fox (Army) to the Oak- 
land and San Francisco offices. 

Raymond H. Dower (AAF) has 
been appointed account executive 
for the New Haven, Conn., office 
of Albert Woodley Company, New 
York agency. 

William R. Fleischer (Army) 
has been named eastern advertis- 
ing representative of National 
Hardwood Magazine, Memphis, 
with offices in New York. 

Jack Burgan (Navy) has re- 
turned as assistant to the director 
of public relations, New York 
State Department of Commerce, 
Albany. 

William C. Miller Jr. (Navy) 
has joined Graphic Arts Company, 
Hartford, Conn., as sales repre- 
sentative. 

George S. Heilpern (Navy) has 
opened a photographic studio, 29 
Pearl St., Hartford, Conn. 

Sidney Harman (Army) has 
been named sales manager, David 


Bogen Company, New York, maker 


of sound equipment. 

Wayne Mooney (Army) has been 
named field research manager, Bu- 
reau of Advertising, ANPA, New 
York. 

Earle F. Heffley Jr. (Navy) has 
been appointed sales promotion 
manager, Radiant Screen Corpo- 
ration, Chicago. 

Loren C. Schockley (Army) has 
returned as buyer and merchan- 
diser for McCrory Stores, New 
York. 

Raymond A. Walsh (Army) and 
Charles Hutaff have rejoined the 
creative staff of Fuller & Smith & 
Ross, New York. 

William E. Wright (Navy) has 
opened public relations offices at 
218 E. Ontario St., Chicago. 

Thomas H. Watson (Army) has 
joined Hill Blackett & Co., Chi- 
cago, as account executive. 

Arthur Kurlan (Navy) has 
opened offices at 6030 ‘Wilshire 
Blvd., Los Angeles, for production 
of radio shows. 

Al Hunter (Army) has joined 
J. K. Gill Company, Portland, 
Ore., as advertising manager. 

Irving E. Carlson (AAF) has 
joined Albert F. Mathason Agency, 
Philadelphia, as account executive. 


James V. Watters (Army) and 
Thomas H. Black Jr. (Marine) 
have joined the advertising and 
promotion department of Lees- 
Cochrane Company, Bridgeport, 
Pa., carpet maker. 

Arthur O. Dillenbeck Jr. has 
been named vice-president and 
manager of Duncan A. Scott & 
Co., Los Angeles office. 


Opens Production Agency 


George F. Koehnke, formerly ad- 
vertising production manager of 
Zenith Radio Corporation, Chi- 
cago, has formed the Advertising 
Production Agency at 20 E. Jack- 
son Blvd., Chicago. The agency 
will specialize in production of 
sales promotion literature and dis- 
plays for the appliance field. 


Opens New Offices 

Reilly & Kushins Advertising 
Agency has opened new offices in 
the Fairmont Hotel, San Fran- 
cisco. 


Unger Rejoins Ziv 

Alving E. Unger, recently re- 
leased from the armed forces, has 
rejoined Frederic W. Ziv Com- 


pany, Cincinnati, as sales manager. 
The company has moved its office 


to a recently purchased building 
at 1529 Madison Rd. 


“SPEARMEAD-> sisi sien 


Don't Be Satisfied with 
ORDINARY RESULTS 


Employ our counsel and services 
to insure results 

Our large creative staff is ready to 
put their efforts to work for you... to 
design exhibits to be travelled or for 
stationary use. When designed by 
Stensgaard, your display has the pull- 
appeal that commands attention— 
creates a dramatic showing for the 
product or service. 


FREE ees 
MERCHANDISE... 


CIALIZING 


Industrial . . Market . . Museum . . Convention 


36 Pages... 420 Pictures... an Exhibit of Performance 
Write for a copy of it Today on your business letterhead. 


AMERICA'S LARGEST ORGANIZATION SPE- 


W. L. STENSGAARD & ASSOCIATES, INC. 
374 N. JUSTINE STREET « CHICAGO 7, ILL. 


EXHIBITS 


IN MERCHANDISE PRESENTATION |; 


DIAMOND LIPSTICK BOOKS 


@ Women carry Diamond lipstick book- 
lets in their handbags to shape lipsp— 
eliminates necessity to carry loose 
facial tissue. 


THE DIAMOND MATCH CO. 


Women use Diamond lipstick book- 
lets to clean lipstick from fingers, 
remove excess make-up, wipe off lip- 


stick and nail polish. 


Women can use them to polish eye- 


glasses, to deposit used chewing gum 


—in fact, use them for many, many 
purposes—carry them at all times. 


Diamond lipstick booklets gain the 
attention of prospects—are read often, 


for your message appears on an article 


of intrinsic value. 


Diamond lipstick booklets carry four- 


‘ teen tissues—14 opportunities to see 


each message—and most important of 


fad yj i all, there is no competition for your 
\ “\ message! 


For full information concerning use of 


the Diamond Lipstick Booklets, clip 


and mail the accompanying coupon. 


a ee ? Ses es 
— ee I 


TO: DIAMOND MATCH COMPANY Dept. AL-1 
310 SOUTH MICHIGAN AVE., CHICAGO 4, ILL. 


| would like to know how Diamond Lipstick Booklets 


COMPGRY soo dcccceccssissecsessssecessedeos 


pS. MPPETETTTTTELITTL TTL 


can help my product. 
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Sani-Wax Grows 
from Back Porch 


fo $500,000 Firm 


Dallas, Tex., May 22.— During 
the depression-ridden days of 1931, 
a magazine salesman in Cleveland, 
Okla., looking for something more 
to tempt cautious housewives, went 
to a friend of his, Wayland Boles, 
who accommodatingly concocted a 
bottle of household wax. 

Just the other day, Wayland 
Boles stepped from the door of 
1911 Pacific Ave. here some half 
a million dollars richer as a result 
of that bottle of wax. Only to- 
day it isn’t “that wax”; it’s “Sani- 
Wax,” known from coast to coast. 
Present increased advertising 
schedules will make it even better 
known. 

The present Sani-Wax manage- 
ment still carries the Boles flavor. 


|When it was purchased by a group 
‘of Dallas investors who named 
|English-born Lee Acton, former 
‘head of Rateonics, a Dallas utility 
‘rate advisory service, as president, 
37-year-old Wayland Boles was 
|made chairman of the board. He 
and Mrs. Boles still offer the ex- 
perience they learned on their 
|back porch. 
Though Sani- 
Wax was born 
in 1931, almost 
a decade rolled 
by before Way- 
land Boles and 
his wife, Clyda 
(rhymes with 
Ida), began to 
build it into a 
back porch in- 
dustry. Mr. 
Boles was then 
editing a smart 
set monthly, “The Bandwagon,” in 
Oklahoma City, as well as re- 
modeling and selling real estate 
and operating a printing shop. 
The Boles decided in the spring 
of 1941 to put all their time, en- 


. Wayland Boles 


ergy and cash into launching Sani- 
Wax on the national market. Boles 
had pre-tested Sani-Wax to his 
satisfaction. He had _ punched 
doorbells, peddling Sani-Wax, to 
get the housewives’ viewpoint. 
Some hardwood living-room floors 
had dark spots, and Sani-Wax re- 
moved them. 

Working with chemists, he strove 
for a formula to meet those needs, 
improving Sani-Wax accordingly. 
His Sani-Wax slogan, “It cleans, 
waxes, polishes,” was the answer. 


Back Porch Production 


Vats, siphons, bottles and mix- 
ing paraphernalia were rigged up 
on the Boles’ back porch, and pro- 
duction started. The regular, or 
pint, size was a 79-cent bottle of 
a creamy white lotion. Mrs. 
Bowles went to Dallas, and was 
set up in Sanger’s department store 
as a Sani-Wax demonstrator. 
She’d had experience at odd sell- 
ing jobs, had been a car-hop, drug- 
store cashier, a secretary. She 
pioneered Sani-Wax store demon- 
stration, and the subsequent key 


selling technique. 

Introductory promotion of the 
unknown product was Western 
Union delivery of Sani-Wax 
samples with a money-back guar- 
antee offer to about 1,000 stores. 
Returns more than covered the 
cost of the promotion. Then the 
Boles hustled off to a housewares 
show in Atlantic City. No sales. 


Marshall Fields Buys 


Heading back, the Boles went 
through Chicago. At Marshall 
Field’s, he hunted up the house- 
wares buyer in his office, and 
fixed the buyer’s attention by 
scribbling all over the desk with 
crayon. Boles promptly removed 
the scrawl with his “miracle 
cleaner.” His demonstration 
clicked. Shipments of Sani-Wax 
went from the Boles back porch 
to Marshall Field’s ninth floor. 
Mrs. Boles trained a Chicago wom- 
an as Sani-Wax demonstrator to 
work at Field’s. The same woman 
is still on the job there. 

Ads went into trade periodicals. 
Boles wrote friendly and original 


Satie 


Here at last you can page girls in 


At last there 
is a magazine 
for girls 7 to 12 


the 7-12 year group—at the amazingly low cost of 


$435 for a full page of rotogravure! For even less... $345... you can 


have a full-page four-color ad in Benday. 


POLLY PIGTAILS pages are planned especially for girls 
—pages of fashions, of fiction, of comics, of movies. 


Pages that set the stage for YOUR story with a group that 


influences a multi-million dollar market. 


POLLY PIGTAILS circulation is 250,000 net paid guaranteed. 
But high swappership increases readers to 1,250,000. And 


never did a magazine have a more eager, responsive audience! 


Polly Pigtails 


The Parents’ Institute, Inc., 52 Vanderbilt Ave., N. Y¥. 17 * Chicago * Boston « Atlanta * San Francisco 


PARENTS’ MAGAZINE %* BABY CARE MANUAL * YOUR NEW BABY * SCHOOL MANAGEMENT * The Parents’ Junior Quality Group: CALLING ALL GIRLS 
CALLING ALLBOYS * CALLING ALL KIDS %* POLLY PIGTAILS * TRUE AVIATION %* SPORT STARS * TRUECOMICS * REAL HEROES * FUNNY BOOK 
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letters to department stores. Wher- 
ever he went, his Sani-Wax 
samples and crayon’ went with 
with him. 


Sales Climb 


Through the war years, Sani- 
Wax sales climbed steeply. At 
Famous-Barr in St. Louis, first- 
year sales in 1943 were $20,877. 
The Boles shifted their “plant” 
from the porch. They took over 
a 25-by-140-foot commercial 
building in Cleveland (still Okla.!). 
By last year, Sani-Wax was top- 
ping a half-million-dollar annual 
retail volume. Indications are that 
it will go over $1,000,000 this 
year, 

In the last war loan drive, the 
Boles bought $25,000 in E bonds 
through department stores on the 
Sani-Wax list to help them with 
their storewide quotas. Boles 
wrote to the stores: “We know 
we’re lucky to be Americans—in 
a thousand different ways. 

“We can’t imagine a company 
like ours in any other country on 


Pardon Us for Pointing ot These 
18 SANI-WAX Kitchen-cleaning Miracles 


earth—a company consisting orig- 
inally of a young couple in a small 
town who started business with 
an unknown product and name in 
a field where they had no direct 
experience.” 


Bond Sales Helped 


Response to this letter and the 
Boles’ bond-buying gesture was 
enthusiastic. One department store 
ran an ad reprinting Boles’ letter. 
It was read at bond rallies and 
store meetings. 

Sani-Wax advertising is now 
being handled by Grant Advertis- 
ing, Inc., extending a campaign 
along lines begun by the Boles. A 
budget of $100,000 for the current 
year is expected to be doubled 


_| next year. 


National magazines carrying 
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To Fill Zam 
Its SEATS 


\ 


Buffalo's largest chain of 
theaters, with three first-. 
run and eight neighbor- 
hood houses, placed 
52.9% of its 1945 ad- 
vertising lineage in the 
Courier-Express. 


You'll find that it’s equal- 
ly good “box office” for 
you to remember that in 
Buffalo 


. .- You Need the 


BUFFALO'S ONLY 


MORNING & SUNDAY NEWSPAPER 
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HOW TO BE A NICE Guy 
... AND GET PAID FOR IT! 


Here's your chance to cast your bread upon the waters and 
get it back abuadantly. 


pest nos Ae ~ rata aod 
a well-earned reward for doing it. 


Pr sninned servicemen and their families need places to live— 
desperately. 


HERE'S WHAT YOU CAN DO... 


UST ALL VACANCIES AT THE -VETERANS’ HOUSING CENTER 


SPONSOR 


FOR SPONSORSHIP—This is one of 41 

ads distributed by NHA and the Office 

of Reconversion to mayors’ housing 

committees for sponsorship by local 

merchants. The ads were prepared by 

Campbell-Ewald, Advertising Council 
task force agency. 


Sani-Wax copy include American 
Home, Better Homes & Gardens, 
Ladies’ Home Journal, McCall's, 
Parents’ Magazine and Woman’s 
Home Companion. Business pub- 
lications include Chain Store Age, 
Dry Goods Journal, Hardware Age, 
Hardware Retailer, House Fur- 
nishing Review. 


While Sani-Wax flourishes, the | 


Boles, now living in Dallas, dream 
of new ideas, including one called 
“TIdeas-in-Action,” still in letter- 
head stages, In the meantime they 
concentrate on remodeling their 
Dallas home and rearing three 
small girls, two of whom were 
born during the ascendancy of the 
Sani-Wax star. 


Two Name Cabot Agency 


Boit, Dalton & Church, Boston 
insurance company, and the Gen- 
eral Alarm Corporation, Boston, 
have appointed Harold Cabot & 
Co., Boston, to handle their ad- 
vertising. 


WHAT'S YOUR ETA” 
IN GREENSBORO? 


Flying to Greensboro? 
You'll find the local air- 
port a busy place ...a 
total of 15,927 landings 
and take-offs were made 
during April. This is bet- 
ter than one every three 
minutes, day and night, 
good weather or bad! 


Greensboro's airport, like 
the city itself, is one of 
the busiest spots in the 
nation. 


*Estimated Time of Arrival 


GREENSBORO 


North Carolina 


NEWS-RECORD 
ge Boe 


~Haas 


NEMA Issues Book 


on Electrical History 


The National Electrical Manu- 
facturers Association, New York, 
issued a book, “A Chro- 
nological History of Electrical De- 
velopment,” at $2 per copy, de- 
signed as a reference work for 
editors, writers, commentators, li- 
braries and schools, as well as 
for industry. 

The 106-page book devotes ma- 
jor emphasis to early scientists 
and the steps they took to make 
electrical living possible. It also 
records such items as electrical 
expositions and congresses, the 
birth of electrical publications, en- 
gineering and trade associations, 
societies, foundations and _insti- 
tutes. 


Wolfe Joins Rexall 


Thomas Wolfe has resigned after 
10 years as vice-president of 
Western Air Lines, Los Angeles, 
to join United-Rexall Drug Com- 
pany as assistant to the president. 
As vice-president jointly of West- 
ern Air and Inland Air Lines, Mr. 
Wolfe was in charge of traffic, 
advertising and publicity. 


Local Aid Asked 
to Ease Housing 


Crisis for Vets 


New York, May 22.—“The land 
of the free—and no homes for the 
brave!” heads an advertisement 
pleading for action to aid war 
veterans in the housing crisis, now 
being sent to mayors of communi- 
ties throughout the country for 
local sponsorship. 

Prepared by the Advertising 
Council through Campbell-Ewald 
Company, under the supervision 
of Marshall Adams, Mullins Mfg. 
Corporation, Salem, O., the ads 
are contained in a promotion kit 
which also includes radio scripts 
and announcements, car cards and 
posters, press releases and other 
promotion aids. 


Vets the Worst Sufferers 


Wilson Wyatt, housing expedi- 
ter, in a message which accom- 
panies each kit, said, “Veterans 
are the worst sufferers from the 


critical housing crisis. Every ef- 
fort must be made to get them 
decently housed—swiftly.” 


Retirement Plan Started 


Macfadden Publications, Inc., 
New York, has established a profit- 
sharing retirement plan whereby 
each year, effective Jan. 1, 1946, 
the company will set aside 10% 
of all profits, provided they equal 
or exceed $1,250,000 (before 
taxes). Employes become eligible 
after service with the company 
for three consecutive years. Each 
employe’s share of the fund will 
be figured on a unit basis—a unit 
for each year of membership in 
the plan, plus a unit for each $100 
earned per year. 


Uridge Succeeds 
Fitzpatrick at WJR 

Leo J. Fitzpatrick, general 
manager of Station WJR, Detroit, 
for the past 20 years and former 
president of the National Associa- 
tion of Broadcasters, has resigned 
and has been succeeded by Owen 
F. Uridge, formerly assistant gen- 
eral manager. Mr. Fitzpatrick said 
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he would remain in radio but did 
not disclose his plans. He has dis- 
posed of his stock in WJR, of 
which he also was vice-president, 
but his wife is understood to re- 
tain a substantial interest. Mr. 
Fitzpatrick has also disposed of 
his interests in WJR’s sister sta- 
tion, WGAR, Cleveland. 

G. A. Richards, president of 
WJR, has resumed active man- 
agement of his radio interests, 
which include KMPC, Los Angeles, 
as well as WJR and WGAR. 


Master Names Agency 


Master Mfg. Company, Balti- 
more, maker of automotive spe- 
cialties, has appointed Justin 
Funkhouser & Associates, Balti- 
more, to handle its advertising. 
Automotive trade publications = 
direct mail will be used. 


Ryan Joins Wendland 


Mary Ellen Ryan, formerly West 
Coast publicity director for the 
now defunct Associated Broadcast- 
ing System, has joined Harry J. 
Wendland, Los Angeles, as copy- 
writer and executive assistant to 
Mr. Wendland. 
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"2 Devnes For Our Trovenre 


on sound Point-of-Sale promotion! 


Your copy is 


will bring us 


PS SAB Set AARP eDiets 28 EOE. Sy RE BEN 


Point-of-sale promotion ideas of 
dozens of progressive companies. 


Selected from thousands of suc- 
cessful Decal Sign promotions. 


Iidea-stimulating, full-color 
illustrations—and sign facts. 


ready to mail! 


Cost? The 3 cent stamp that 
your name— on 
your firm letterhead, please. 


For Advertisers-Agencies-Merchandising Men! 


Right off the press and packed with suggestions and ideas for product promo- 
tion and dealer identification — Meyercord’s full-color Decal Sign Ad-Visor is 
ready for distribution. See where and how America’s leading advertisers use 
Meyercord Decal point-of-sale signs. The Ad-Visor suggests dozens of unusual de- 
signs and treatments—and examples of successful ‘‘on-the-spot’’ promotion. See 


how you can cash in on “sidewalk circulation” and ‘“‘store-traffic’’ sales possi- 
bilities with colorful, long lasting, low-cost Meyercord Decals. To the many 
who have already requested the Ad-Visor—if you have not as yet received your 


copy, it should reach you without further delay. To those sending 
requests now, for immediate reply, please address Dept. 39-5. 


World's lerged Decalcomania Manufacturers — 
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Readers of WORLD REPOR T—being world-minded people—know, better than 
anyone else, that the United States must sell $25,000,000,000 abroad just to catch 
up with demand. They are the people who will fill a large share of this demand. 


And to fill the demand their purchases will run into the billions. 


- ~ pT TS ae PR eee see 
ict ae es Oo NEPA Ia anette a ner 
er 
EXPANSION 


For example, WORLD REPORT readers are the kind of people broad enough 


to translate the billions that are being put into the World Bank into terms of ex- 


panded markets for U. S. goods. 
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u, S, PRODUCTS 


The roads of the world need motors 


... plants need machinery 


... and all the world needs bread. 


They are the kind of people who translate highways in undeveloped regions into 


terms of American trucks and tires. 


They are the kind of people who translate new power plants into terms of Ameri- 


can machinery and machine tools. 


They are the people who translate the harvests of other nations into terms of how 


those harvests will affect farm machinery sales. 


Never before have American Manufacturers been 


offered so great an opportunity to advertise to such 


a world-minded audience for so small an investment. 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING ‘THE NEWS OF WORLD AFFAIRS 


published by 


UNITED STATES NEWS PUBLISHING CORPORATION 


DANIEL W. ASHLEY 
VICE PRESIDENT IN CHARGE OF ADVERTISING 


30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


5 xp WORLD REPO RT— the No. 1 advertising medium to reach world-minded people i ie 
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ARE TESTIMONIALS HONEST? 

There is no more time-honored tech- 
nique in advertising than the testimonial. 

Very likely there is none that has been 
more effective—honestly and_ skilfully 
used. 

And certainly there is no other one 
that recently has been more frequently 
abused. 

If this were a matter of straight truth 
or falsehood it would scarcely be worth 
these few lines. Affidavits to support tes- 
timonials have been required by pub- 
lishers and broadcasters for years and it 
is doubtful if any reputable magazine or 
newspaper or radio station would know- 
ingly pass an out-and-out fake. 

What concerns us here, then, is not so 
much truth as honesty and not so much 
honesty as credibility. 

This is not to say that we are uncon- 
cerned with the trickery by which, for 
example, a prominent sports figure ap- 
pears to testify loudly to certain quali- 
ties in a product when actually he is tes- 
tifying only to having read what someone 
else has written down about them. Nor 
is it to say that we approve a famous 
movie star’s testimony of delight at the 
ease with which a woman in her own 
home may successfully use a product that 
has always required professional applica- 
tion when there is no shred of evidence 
that she herself has ever used it. 

We hold that such advertising is essen- 
tially dishonest no matter how true the 


You Ought toKnow . 


In 1904, there were two Democrats in 
Waterloo, Ia. One was Wilbur W. Marsh, 
publisher of the Waterloo Times-Tribune, 
and erstwhile national treasurer of the 
party. The other was his city editor, Carl 
Byoir, holding the job 
at the advanced age 
of 16. 

It wasn’t his first 
newspaper job, at that. 
He had _ previously 
been a reporter on the 
old Iowa State Register 
in Des Moines while 
he was in high school. 
From Waterloo, Mr. 
Byoir went to Univer- 
sity of Iowa, graduated, 
and enrolled in Co- 
lumbia University’s law school, graduated 
in 1912, and began a varied business 
career which culminated in the formation 
of Carl Byoir & Associates in 1929. 

Carl Byoir had every intention of prac- 
ticing law, he says, but his first job out 
of college was introducing the Montessori 
system of primary education to this coun- 
try. The Montessori system was intended 
to take the place of kindergartens, and 
this led naturally to his next venture, the 
publication of “John Martin’s Book,” a 
book intended for reading aloud, which 
had advertisements cunningly worded 
into the text, so that the parent was in 
the position of reading commercials to 
the listening offspring. 

After a year, Byoir sold his interest in 
the book, and having reversed the pro- 
cedure of learning the publishing busi- 
ness by starting at the top, took a job 
with Hearst’s Magazine as a salesman. He 
became progressively Ohio manager, then 
western manager for two years, and 
eventually returned to New York as 
newsstand circulation manager for Cos- 
mopolitan, and finally became circulation 
director for all Hearst magazines. 

In 1917, the nation embarked on its 
first crusade, and Byoir went to Wash- 
ington with the Creel committee, the 
Wilson counterpart of OWI. He was an 
associate chairman of the committee and 
with George Creel organized most of the 
sub-committees. After the war he was 
the first diplomatic representative into the 
occupied countries of Europe, and in the 
process met the late Thomas Masaryk, the 
great Czechoslovakian statesman. As a 
result, Mr. Byoir returned to the United 
States, and began export-import business 
with Czechoslovakia. 

In 1921, he became vice-president and 
general manager of International Con- 


Carl Byoir 


the Creative Wan Corner 


. practically nothing.” 


ears 


facts may be. Fortunately, however, and 
notwithstanding several current examples, 
there is less and less of it. 

On the other hand, there seems to be 
no ceiling on the “honest” testimonials 
that do not mean a thing. 

Most of these are made in Hollywood 
and they prove no more than this: that 
such and such an actress at a certain 
given moment ate or drank or used a given 
product and pronounced it perfect—for a 
fee! 

That there is more such advertising 
today than ever before hardly is a credit 
either to the ethics or the foresight of 
the business. 

While it may appear that paid testi- 
monials from movieland work harmlessly 
in the moron market they also reach out 
far beyond it. And the strain they put on 
credibility in normal minds does adver- 
tising as a whole a distinct disservice. 

The testimonial as a device is made 
suspect. 

Bo * * 


Frederic Wakeman’s sensational ‘“ex- 
pose” of the advertising business in The 
Hucksters, the Book-of-the-Month Club 
selection for June, turns out to thread 
some very old and very fancy trade yarns 
into a racy plot. 

The bedroom sequences are possibly 
authentic. But the advertising business 
certainly is not. It is strictly for the 
movies, Front Page stuff. 


. » Carl Byoir 


solidated Chemical Corporation, a com- 
pany manufacturing toilet goods, per- 
fumes and proprietaries. From there he 
went to American Gear Company as 
chairman of the board, and there estab- 
lished a new category of American busi- 
ness, the independent automotive parts 
jobber. 

In 1918, there were 240 automobile 
manufacturers; by 1926, when Mr. Byoir 
was in the gear business, attrition had 
narrowed the field to 40. Spare parts 
had been handled by dealers, and natur- 
ally the elimination of dealers brought 
about a corresponding reduction in spare 
parts. “Orphan” cars were common, and 
the only source of spare parts were junk 
yards, where dealers cannibalized auto- 
mobiles to furnish spare parts. American 
Gear entered the field, set up jobbers to 
handle spare parts, and established the 
current trend in spares distribution. 

In 1928, hampered by eye trouble in- 
duced by sinus, Carl Byoir left the United 
States, went to Cuba, prepared for rest 
and recuperation. His sinus improved, 
and as it improved he took over Havana’s 
two English - language newspapers, the 
Post and Telegram. “It was a unique set- 
up,” he recalls. “Every advertiser could 
check his results. If the customer re- 
quested the article in English, he had 
seen the copy in my papers; if it was in 
Spanish, then my papers were eliminated. 
All the English-speaking people in Cuba 
read my paper, and I made money at a 
nickel a copy.” 

The Cuban tourist business began to 
interest him. The government knew pre- 
cisely how many tourists came in— be- 
cause each paid a $1.50 ticket tax, and 
95,000 tourists a year were coming to 
Cuba. He tried to persuade the Cuban 
government to publicize the island. ““Tour- 
ist business is wonderful,” he told them. 
“The tourist brings money, and takes away 
Cuba’s government 
couldn’t see it, not having developed at 
that time a hunger for the Yankee dollar. 
So Mr. Byoir publicized Cuba himself, 
spending $39,000 of his own money, and 
incidentally hiring a young fellow who 
was at that time handling publicity for 
West Palm Beach, Fla. The young fel- 
low’s name was Gerry Swinehart, and 
he is now president of Carl Byoir & As- 
sociates. 

At the end of the year, tourist business 
had jumped to 155,000—and Cuba was 
definitely interested. To handle its pub- 
licity, on a five-year contract, the New 
York office of Carl Byoir & Associates 
was opened. It consisted of three offices 


on the 38th floor of 10 E. 40th St. Seven- 
teen years later, Byoir’s offices are still 
in the same building, on the same floor— 
except that the entire floor and two others 
are occupied. 

It was then that the basic rules of the 
company were laid down. There would 
be no solicitation of accounts. Presenta- 
tions would be made only if specifically 
requested. Once Byoir had told its story, 
there would be no followup unless the 
client asked for it. “We let ’em lay,” he 
recalls today. The system paid off, but 
with payroll difficulties. ‘“‘The boys some- 
times had to wait awhile for ‘the ghost 
to walk,’”? Mr. Byoir says. 

Currently, Byoir has 15 accounts, two 
of which — Kaiser - Frazer and Graham - 
Paige Corporation—will be dropped by 
mutual agreement at the end of June. 
The other blue-chip clients are Great At- 
lantic & Pacific Tea Company, Aluminum 
Company of America, American Can 
Company, SKF Industries, B. F. Good- 
rich Company, Pullman Company, Pull- 
man Standard Car Mfg. Company, Tile 
Council of America, Minneapolis-Honey- 
well Regulator Company, Libbey-Owens- 
Ford Glass Company, Bendix Corporation, 
Schenley Distillers and Reynolds Pen. 

Byoir is “wedded to the fee basis” of 
remuneration, its head says, principally 
because it removes financial interest in 
additional expenditures by the client. The 
minimum Byoir fee is $36,000—a figure set 
14 years ago, adhered to religiously since, 
and “not subject to inflation.” As to fees, 
Mr. Byoir thinks it depends on the size 
and character of the job to be done. The 
employes of Byoir are divided into two 
groups, the technical men, men thoroughly 
grounded by experience in newspaper, 
newsreel or magazine fields before being 
hired by Byoir, and the men who plan and 
direct the public relations programs. Carl 
Byoir thinks it takes four or five years to 
make a good public relations man out of 
a technically proficient newsman, and the 
company succeeds with one man in four. 
Within the company, clients are handled 
by top Byoir executives, corresponding to 


account executives in agencies. 

Byoir thinks his company’s principal 
contribution to public relations was to 
implement it, and give it specific direc- 
tion. Ivy Lee, pioneer in the public rela- 
tions field, advised his. clients in courses 
of action. Byoir planned and produced, 
as do many other companies who subse- 
quently entered the field. 

Personally, Byoir is a small, neat, soft- 
spoken man. Although most of his experi- 
ence has been in selling, his manner is 
mild, courteous, near-academic. In con- 
versation, he speaks in word pictures, 
wielding a cigar like a baton to emphasize 
his points. He characterizes himself as 
a “Democrat, but not a New Dealer,” al- 


though over his desk hangs a photograph - 


of the late President Roosevelt, for whom 
he created the Birthday Balls, and served 
as their chairman for the first four years. 

Similarly, his organization at one time 
had the Chinese government, and started 
Rice Bowl Parties in 1937 for Chinese 
relief. In 1934, his firm had the German 
Federal Railways account, dropping it the 
following year. Six years later, in 1940, 
when Germany was obviously no longer 
a friendly nation, Rep. Wright Patman— 
who had previously tangled with Byoir 
in the chain store fight— blasted at Carl 
Byoir as “the head of the greatest spy 
ring in America.” In a subsequent in- 
vestigation, which Byoir promptly de- 
manded, the Department of Justice broke 
with tradition to report that the charge 
“had no basis in fact.” Shortly after, the 
Dies Committee likewise reported “no 
basis” for the allegation. Six years later, 
Mr. Byoir can review it more calmly, and 
reports that “it shows you can’t predict 
the course of international events.” 

Now 58, chairman of a public relations 
firm with 175 employes in six offices, Mr. 
Byoir lives in Manhattan. He thinks 
public relations, as such, has a great 
future, and welcomes new organizations 
into the field, as well as companies estab- 
lishing or expanding their public rela- 
tions departments. “It advances the pro- 
fession,” he says firmly. 
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To use testimoni- 
als’ effectively in 
your sales letters, 


HOW TO DRAMATIZE THE USE OF 
TESTIMONIAL LETTERS 


try to dramatize 
them in some form. 
One manufacturer 
of food machinery 
has made effective 
use of testimonials 
in his sales letters 
and circular matter 
by making the pros- 
pect feel that the 
users of his equip- 
ment were actually 
calling upon him. 

Thecircular which | 
accompanied the 
sales letter had a 
picture of a man 
sitting at his desk 
and four men stand- 
ing in line waiting 
to see him. The 
heading of the cir- 
cular was “If Four 
Men Came to Your 
Office Tomorrow 
Morning—.” 

This dramatized 
the four men who 
presumably had 
written testimonial 
letters regarding the 
firm’s equipment 
and took the testi- 
monials out of the 
ordinary class and 
gave them person- 
ality. 

The illustration 


Dear Sir: 


operation—" 


year. 


If four men came to your office tomorrow morning— 


—and the first man, H. L. Miller, 2912 Carroll Ave., Ft. Worth, Tex., 
said: ''l have used your Snowflake Do-Nut Machine for two years. 
We have built up a business which last year showed a profit of over 
$1,400. Your machine is easy to operate, and the maintenance cost 
has been practically nothing for the time we've had it—"' 


—and the second man, George B. Clark, 137 N. Canal St., Salt Lake 
City, Utah, said: "Since we put your Snowflake Do-Nut Machine in 
| our front window, the sale of do-nuts has increased over 300%. 
| As your machine is practically automatic, our costs have been cut 
more than 30%. The increased volume of sales and lower operating 
costs have more than doubled our profits over the old method of 


—and the third man, James M. Hamilton, 2620 W. Main St., Pontiac, 
Mich., told you that from an investment of $450.00 in your machine 
and less than $25 in materials he made $115.18—" 


—and the fourth man, Harold F. Miner, 116 S. May St., Canton, O., 
reported that he made a profit in the first three months of this year 
of $1,250 on an investment in materials and labor of only $682—" 


—wouldn't you feel that in all fairness to yourself, and to your 
future, that you should at least give this proposition a fair trial? 


That's exactly how we feel. Why not send your order today for our 
special ‘Snowflake Do-Nut Profit-Builder,"' and let us prove to you 
that this equipment will really put you into a business that will 
insure a steady income. 


A handy order blank is enclosed for your convenience. Decide 
NOW to set yourself up in a business that is good every day of the 


(LETTERHEAD) 


Very truly yours, 


used in this circular ——— 
was posed in acom- 
mercial photographic studio. The models 
used in the picture were men from the 
manufacturer’s office. 

As you read the letter shown here, you 
will see how logically the theme of the 
letter develops and how effectively the 
testimonials are used. You are carried 
from one testimonial letter to the next 


with a smoothness and an interesting way 
which leads you on just as though one 
of the writers of the testimonial had you 
by the hand, 

This type of presentation has produced 
excellent results wherever used in fol- 
low-ups to inquiries, or as a part of a 
general solicitation campaign. 
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Liquors’ War Bond 
Linage Reported 

During the war, distilling com- 
panies bought 14,528,739 lines of 
newspaper advertising to encour- 
age the sale of war bonds, 52,394 
lines of business paper advertis- 
ing, and 364 pages in national 
magazines. In addition, posters 
and car cards were purchased 
as follows: 141,074 twenty - four 
sheet posters; 1,350 three-sheet 
posters; 8,350 two-sheet posters; 
13,873 painted posters, and 1,080,- 
374 car cards. 

The recapitulation, which does 
not include paid advertising by 
importers, vintners, rectifiers, 
wholesalers, etc., is reported by 
the war savings council of the 
Liquor & Wine Industries and pub- 
lished by the Council of Alcoholic 
Beverage Industries. 


Appoints Jackson 

The National Association of 
Music Merchants, Chicago, has ap- 
pointed Julian J. Jackson, Chi- 
cago, to handle its annual trade 
show and convention of the music 
industry, to be held in Chicago 
at the Palmer House, July 15-18. 


Ad Council Starts 
Push for Nurses: 
Blue Cross Helps 


New York, May 23.—The Ad- 
vertising Council’s newest volun- 
tary promotional project on behalf 
of the American Hospital Associa- 
tion, United States Public Health 
Service and the National Council 
of Nurses is the recruitment of 
student nurses for civilian hos- 
pitals. The campaign is now being 
pushed through a series of six ads 
to be placed in local newspapers 
throughout the country, and spot 
radio announcements, with the 
sponsorship of Blue Cross plans 
and other local sponsors yet to 
come. 

First test campaign run in Mas- 
sachusetts the week of April 30- 
May 5 proved overwhelmingly 
successful, with 250 applications 


received that week. New York 
City was next on the list, with ads 
running in 23 local papers May 
14-23. 

A three-point program has been 
planned to sweep the campaign 
across the country. First, the Ad- 
vertising Council will contact ad- 
vertising managers of every daily 
newspaper in the United States, 
sending them six mats and asking 
them to contact local department 
stores and businesses for sponsor- 
ship. 


Blue Cross Aid Sought 


Second, the Hospital Service 
Plan Commission, headquarters for 
all Blue’ Cross plans, will con- 
tact 86 Blue Cross plans in the 
country, asking them to indorse 
paid space, too. New York and 
Massachusetts Blue Cross plans, 
which have already agreed, feel 
it is in line with their “true con- 
cept and spirit of community serv- 
ice’ to help alleviate the current 
nursing shortage. To date 21,500,- 
000 people have enrolled in the 
non-profit Blue Cross plans across 
the country, and endorsement of 


a program to improve hospital 
conditions would indirectly bene- 
fit the groups and their members. 
Third point in the program will 
take place when the American 
Hospital Association contacts its 
3,500 member hospitals throughout 
the nation to ask them to get local 
sponsors for the promotion. 


Many Hospitals Retrench 


An executive of J. Walter 
Thompson Company, New York, 
the agency appointed by the coun- 
cil to handle the account, esti- 
mated that 30 to 50% of the hos- 
pitals in the country have par- 
tially closed down due to the 
nursing shortage, and others have 
had to shut operating rooms. 
Basically, he said, hospitals are 
dependent on student nurses to 
do 80% of the work. 

The critical situation now, said 
to be worse than it was during 
the war, is due to several factors: 
Nurses’ aids, a tremendous war- 
time help, have given up their 
duties; the government-sponsored 
Cadet Nurse Corps was suspended, 
as a wartime measure, on Jan. 


TOP-FLIGHT EXECUTIVES 
REQUESTED THIS CATALOG 


... it’s New 


... it’s Unique 


... it’s Designed 


well as 


to help create better 
catalogs, price lists, 
portfolios or manuals 


Here is what some of them say: 


“...We find it very informative as 


beautifully prepared.” 


“... tis a splendid job! We will call 
on you when we need further 


“... We found this catalog very in- 
teresting and can assure you 
that in our plans for new catalog 
we will give your line every con- 


price lists service. 
portfolios 

manuals 

catalogs sideration.” 


WRITE FOR YOUR COPY TODAY 
Ask for Catalog A-2 


This Catalog is a MUST for the reference files of Sales and Advertising 


Managers, Advertising Agencies and all business executives interested in 


improving the efficiency, quality and appearance of their catalogs, price 


lists, sales portfolios and manuals. Please write on your business letterhead. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 


NEW YORK—100 AVENUE OF THE AMERICAS 
CHICAGO—209 S. JEFFERSON STREET 


BOSTON—45 FRANKLIN STREET 
SAN FRANCISCO—747 RIALTO BUILDING 


A career 
you can’t 


afford 


Student murves mony fancreating ombyec's 
A nurse's education costs you little - And they work rateresting pervods on the words 
in some schools, you get it free. It 
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NURSE RECRUITMENT—This is one of 
a series of six ads in the Ad Council's 
voluntary promotional project to be 
placed in local papers throughout the 
country, sponsored by Blue Cross plans 
and other local sponsors, to bring more 
young women into nursing to alleviate 
the current shortage. 


1; many nurses who were in 
service during the war have de- 
cided to stay in, in various Ca- 
pacities; and many who left their 
homes to alleviate the shortage 
during the war have returned to 
their homes. 


Salary Advantage Cited 


The ads, from 500 to 1,000 lines, 
all picture young women in white. 
Biggest pull is the theme, with 
figures dug up by the agency, that 
nurses actually can make more 
money than girls in most other 
jobs. Included in each ad is a box 
entitled “CComparison of net sal- 
aries paid to women,” showing the 
weekly pay, average cost of food 
and rent, and money left for 
clothes, taxes, savings and other 
expenses, of office workers, library 
employes, teachers and nurses. 

Other themes are: “How you 
can get nurse’s training for a frac- 
tion of the cost of a college edu- 
cation”; “A career you can’t af- 
ford to miss” and “This may be 
your opportunity.” One ad tells 
the girls that nursing offers “the 
best preparation for marriage.” 


Duo-Therm Plans 
Biggest Campaigns 


In its biggest advertising cam- 
paign to date, Duo-Therm divi- 
sion, Motor Wheel Corporation, 
Lansing, Mich., will spend more 
than $150,000 in national maga- 
zines, spot radio, dealer direct mail 
and showroom displays for Duo- 
Therm hot water heaters and fuel 
oil space heaters. 

Through June, July and August, 
copy for hot water heaters will 
appear in Better Homes & Gar- 
dens, Country Gentleman, Farm 
Journal, Household, Pathfinder 
and Canadian publications. From 
September through December, 
copy for the new Chippendale and 
Hepplewhite heaters will appear 
in American Magazine, Country 
Gentleman, Liberty, Look and six 
other U. S. and Canadian publica- 
tions. Young & Rubicam, Chicago, 
is the agency. 


Loudon Appointed 


Photoswitch, Inc., Cambridge, 
Mass., maker of electronic con- 
trols, has appointed Henry A. Lou- 
don, Advertising, Boston and New 
York agency. 


Appoints Rambeau 
William G. Rambeau Company 


,has been appointed national rep- 


resentative of Station KVAK, 


Atchison, Kan. 
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Billion Dollar 
Volume Predicted 
at Premium Show 


Chicago, May 23.—Premium 
makers can expect to do about $1 
billion annual volume by the end 
of 1947 provided there are no fur- 
ther restrictions or limitations, the 
industry was advised this week at 
its 13th annual national Premium 
Exposition. 

The forecast was advanced 
Tuesday by F. H. Waggoner, editor 
of Premium Practice and Business 
Promotion, Prewar volume is esti- 
mated at about $500,000,000 an- 
nually. New products, Mr. Wag- 
goner said, will gain a better foot- 
hold in the postwar market 
through the use of premiums. 

Consensus at the _ exposition, 
held at the Palmer House through 
today, was that more premium 


buyers will be supplied by the in- 
dustry postwar than ever before. 
Some premium suppliers believe 
that from 30% to as much as 80% 
of their orders will come from 
companies which never before 
used premiums or used them on a 
minor scale. When general mer- 
chandise flows freely, premiums 
will reach a new high, it is be- 
lieved. 


Wide Range of Premiums 
Despite curtailed production as 
a result of shortages in both sup- 
plies and labor, 115 exhibitors 
managed to display thousands of 
premiums, ranging from luggage 
to lighters made from World War 
II hand grenades. Other premiums 
shown included nail-clippers, pot- 
tery, a tire-track forming a sort 
of auto-type landing strip for 
muddy roads, wrist compasses, 
table lamps, kitchenware, silver- 

ware, cutlery, pens and pencils. 
Among novelty premiums, there 
was also a wide variety ranging 
from a bottled fortune teller to 
pictures of babies in which the 
youngster’s wearing apparel turns 


from pink to blue depending on 
current weather conditions. 

Plastics form the basic material 
for many of the new premiums and 
are expected to play a big part 
in coming premium production. 
Aluminum, back after war serv- 
ice, is featured in kitchenware 
lines. Premium makers using 
leather reported that it is “as 
scarce as butter or beef,’ while 
Autopoint Company, Chicago, 
maker of Bakelite pencils, ad- 
mitted that it is behind four 
months in orders, and is not taking 
any current orders. R. F. Fred- 
erickson of Autopoint declared 
that limited manufacturing space 
and shortage of materials repre- 
sented the principal production 
troubles of Autopoint, 75% of 
whose volume is bought by pre- 
mium buyers. 

Leon Lawrence, sales manager of 
Harlich Mfg. Company, Chicago, 
maker of scrap books, desk pads 
and stationery boxes and allied 
products, declared that paper 
board is the biggest hurdle in 
material problems. While Harlich 
is moving shortly into a new plant 


REPRESENTATIVES: 


ALLEN-KLAPP CO. e 


MAGNAVOX. . «an integral part of « 


stable Fort Wayne market 


Charles Boyer listens to Magnavox in the library of the French Research Foundation, Hollywood. 


@ The Magnavox Company — with the slogan “The symbol of quality in 
radio—since 1915”—is one of the early pioneers in radio and sound repro- 
duction. Magnavox invented the electro dynamic speaker . . . built the first 
single dial radio and first amplified radio-phonograph. Today it’s one of the 
city’s most important industrial plants . . . affording employment in a rapidly 
expanding market. Sold on a limited franchise basis, Magnavox radio-phono- 
graphs are distributed through better class retail stores only. The Illustravox 
division, producing sound slide-film projectors for all sorts of training, is well 
known throughout advertising and sales management circles. The Magnavox 


plant occupies more than six acres—employs approximately 2000 workers. 


The News-Sentinel is delivered by carrier every week day to 


97.8% of all homes in Fort Wayne. 


; The News-Sentinel 


Fort Wayne's “Goad Evening 
ae WAYNE, “INDIANA 


“WN. 


NEW YORK—CHICAGO— DETROIi 


boasting a quarter million square 
feet of floor space, Mr. Lawrence 
hesitated to predict a definite ’46 
volume for the company. 


Korn & Co. Appointed 


United Drug Supply Company, 
Philadelphia, has appointed J. M. 
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Korn & Co., Philadelphia agency, 
to handle advertising of Betty- 
Rose cosmetics. 


Opens Hollywood Office 

Bass-Luckoff & Wayburn, De- 
troit agency, has opened a branch 
office at 6000 Sunset Blvd., Holly- 
wood 28, Cal. 


ready and able to buy. 


Swift & Co. Picked 
Worcester As a Test Market 


To Introduce Meats For 
Babies and Juniors .. . 


Worcester, the big, compact, responsive Central New England 
market, with an average family buying income of $4594, was the 
first city in the East — one of the test markets of the nation — picked 
for public introduction of Swift's Meat for Babies and Juniors. As a 
test market, Worcester has a city population of 200,000, and 300,000 
more within its trading area—or half a million proven customers 


Since the first announcement in the Telegram-Gazette, there has 
been a brisk and steady call for Swift's Meat for Babies and Juniors. 
With a daily circulation in excess of 135,000 and a Sunday circulation 
in excess of 95,000, you, too, will find the Telegram-Gazette the 
ideal sales builder in this great Central New England Market. 


| Hh TELEGRAM -GAZETTE 


WORCESTER, MASSACHU SETTS — 


GEORGE E Bootn Publisher - 
PAUL BLOCK and ASSOCIATES, NATIONAL REPRESENTATIVES — 


OWNERS of RADIO STATION WTAG 


a 


400 West Madison St., Chicago 6, III. 


CHICAGO: 360 


MOR 


and readers tu 


THE CHICAGO SUN 


° 250 Park Ave., New York 17, N. Y. 


National Representatives: THE BRANHAM COMP? INY 
O.North Michigan Avenue + NEW YORK: 230 Park Avenue 
Atlanta + Charlotte+ Dallas + Detroit» Kansas City + Los Angeles « Memphis St. Louis«San Francisco 
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Greenwich ‘Controversy’ 
Gets New Analysis 


To the Editor: During March of 
this year, I completed a factual 
study of the entire question of a 
permanent site for the headquar- 
ters of the United Nations. As a 
consequence, I was very interested 
in the excellent article you pub- 
lished on the “controversy” which 
arose in Greenwich over the site 
committee’s recommendation (AA, 
March 18). In the light of the 
information I’d_ gathered, Mr. 
Biderman’s article seemed to be 
an accurate presentation of a be- 
wildering series of events. 

However, it was apparent from 
the letter you published recently 
from A. J. Cole (AA, April 22) 
that some people did not consider 
the article accurate. Mr. Cole’s 


letter outlined some of the rea- 
sons why he believes as he does 
and Mr. Biderman re-stated his 
understanding of the facts that he 
had uncovered. 

This, of necessity, leaves those 
people who haven’t conducted a 
private investigation into the mat- 
ter, fairly well up in the air. It 
would appear that there are two 
sets of “facts” in this situation and 
that these lead to two far differ- 
ent conclusions. This is what in- 
terested me most during my re- 
search on this subject. Appar- 
ently everyone was convinced of 
the accuracy of what he was say- 
ing and yet some very contradic- 
tory things were being said. On 
the whole, it seemed to present 
a capsule picture of how we man- 
age so often to disagree with one 
another in this complex age, and 


so I undertook an analysis of 
“reasoning-processes” as they ap- 
peared in the published statements 
of the Greenwich Committee for 
the United Nations and the Green- 
wich People’s. Committee. Per- 
haps you might be interested in 
the results. 

First of all, the major empha- 
sis had to be placed on the state- 
ments of the Greenwich People’s 
Committee, as the other group de- 
voted most of its space to “refuta- 
tions” of these allegations, and 
since Mr. Cole’s letter can be re- 
ferred to more easily than the 
published ads of the People’s Com- 
mittee, I hope he will forgive my 
using it as an “example” of the 
“reasoning-processes” as they ap- 
peared in the ads of the com- 
mittee. 


For instance, Mr. Cole states 


es 


‘‘Quite a few orders from IOWA this morning, eh, Miss Printwhistle?”’ 


Sales opportunities in lowa are mounting fast; 
so are the advertising opportunities you need 


in order to take advantage of this fact. Right 


now, for example, the consumer coverage rep- 


resented by the Des Moines Sunday Register 
stands at better than 70% of the state’s urban 
families. And its coverage of retailers and 


wholesalers is at the same high level. Thus 


in Iowa the market and the means to profit 
from it are ready for you today. Take advan- 


tage of them... today! 


THE DES MOINES 
REGISTER ann TRIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


Sunday—450,200—ABC March 31, 1946—Daily 353,590 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, Philadelphia 


|\that Mr. Biderman’s article “ig- 
nored the essential fact’ that 
Greenwich did not invite the site 
committee to consider Greenwich 
as a possible site for the head- 
quarters. His conclusion was that 
“without consultation or warning, 
with utter disregard of those af- 
fected . . . the UN announced on 
Feb. 3 that Greenwich had been 
selected.” 

Of course, if this lack of invita- 
tion were the only fact in con- 
nection with the site committee’s 
consideration of the area, then 
this would be a logical conclusion. 
But this is just one of a group of 
facts, i.e., Governor Baldwin’s let- 
ter of Jan. 7, 1946, inviting the 
interim committee to consider two 
sites in Fairfield county; the offi- 
cial invitation of the city of Stam- 
ford, put forth by its First Select- 
man; the offer of lands for sale 
by accredited real estate men; the 
presence of the U. S. State De- 
partment representative with the 
committee, etc., etc. Mr. Bider- 
man’s article mentions the ex- 
istence of these facts. They’ve been 
reported in the Greenwich Time; 
they can be documented. How- 
ever, Mr. Cole either may not rec- 
ognize their existence, or perhaps 
he considers them “opinions,” for 
he has chosen one fact as “the 
essential” and based his conclu- 
sion on that. This is bad algebra, 
and an example of how one can 
arrive at an opposite conclusion to 
one which is based on the total 
available facts. Even without 
knowing them, to draw a cut and 
dried conclusion from one piece of 
evidence is to invite error. 

In his next sentence, Mr. Cole 
states, “Far from being an in- 
definite recommendation, the offi- 
cial report, as fully published in 
the New York newspapers, was 
complete to such details as where 
contemplated roads and railroad 
spurs have been surveyed.” First 
of all, the official report was not 
fully reported in the New York 
newspapers (it’s 110 pages) and 
“the digest” which did appear did 
not include such details. How- 
ever, if what he states had been 
true, it still would have not 
changed a recommendation into 
anything but a recommendation. 


nite’ do not change the meaning 
of the word “recommendation.” 
So here is an example of a mis- 


The words, “definite” or ‘‘indefi-" 


Advertising Age, May 27, 1946 


evaluation based on inaccurate in- 
formation and an error of word 
definition. 

(In paragraph (f) the expendi- 
ture of $1,200 for newspaper ad- 
vertising was ‘necessitated in 
large part by the refusal of the 
editor of Greenwich Time to print 
such pertinent news material as 
the official UN engineer’s map, de- 
tailing the changes to be made in 
Greenwich, the treaty governing 
the UN’s legal powers over neigh- 
boring residents, etc.” 

(In paragraph (e) Mr. Cole 
points out that the “official UN 
engineer’s report” had been offi- 
cially refuted by the UN. If a 
report is “officially repudiated,” 
parts of it [the map] can not be 
accurately described as “official.’’) 

Recalling again what a recom- 
mendation is, how can any part 
of a recommendation be described 
as “detailing changes to be 
made”? This is an error in judg- 
ment or definition—of viewing a 
“potential” as an accomplished 
fact. 

As for the “treaty governing the 
legal powers of the UN over the 
neighboring residents,” there is no 
such thing. A treaty, to be one, 
must be signed by both parties. 
A “draft convention to be used as 
a basis for discussion” is now in 
the hands of the U. S. State De- 
partment and will come up for 
discussion and final framing after 
a definite site has been selected, 
approved and recommended by 
the Preparatory Commission to the 
General Assembly; voted on and 
approved by the General As- 
sembly. After all this, the draft 
convention will be submitted to 
the U. S. Senate for discussion, 
change, approval and _ signature. 
All of this is very much in the 
future, and it has been referred 
to as a current fact. 

Going back to the original sen- 
tence—how could an editor “re- 
fuse” to print a non-existent 
“treaty” and a non-existent “offi- 
cial map’’? 

Perhaps this will be enough of 
this sentence-dissecting to dem- 
onstrate that many of Mr. Cole’s 
opinions have been stated as fact; 
many of the facts have been over- 
looked or not taken into considera- 
tion, and many of his conclusions 
were based on inaccurate infor- 
mation, 

The truism about the difficulties 
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involved in convincing anybody of 
anything seems to be _ sound 
enough, but perhaps if we stopped 
trying to “convince” one another 
and examined our own “convic- 
tions” as to how we arrived at 
them, we might be able to unravel 
the tangles in our relations which 
result from hastily-drawn conclu- 
sions and disorderly thinking. 

LAVERNE BURTON, 

New York City. 
7, 2 & 


Ethyl Cleaner Among 
the ‘New Miracles’ 


To the Editor: In the April 29 
issue of ADVERTISING AGE, you pub- 
lished an article about cleaners, 
prepared by Robert W. Murray Jr. 

First of all, we want to con- 
gratulate you for the part you are 
taking in publicizing the revolu- 
tionary new cleaning methods 
which are coming on the market, 
but we do have one criticism of 
your article. 

This criticism has to do with 
your not including in your article 
any mention of Ethyl cleaner, and 
we are puzzled as to why it was 
excluded in an article which dealt 
so broadly with this new field. At 
first we thought it was perhaps 
because you had not received all 
the material about Ethyl cleaner, 
but in checking back we find that 
you have been aware of Ethyl 
cleaner at least as long ago as 
March 11, when you printed a 
brief announcement about this 
product coming on the market. 

If there was any reason why 
you overlooked Ethyl cleaner, we 
would like to know it because this 
product is going to be an impor- 
tant factor in household cleaning 
developments. 

McDoNALD GILLESPIE, 

Batten, Barton, Durstine & 

Osborn, New York. 

[Editor’s Note: We have by no 
means overlooked Ethyl cleaner. 
In addition to the news flash men- 
tioned above, promotional plans 
for the product were covered in 
the April 22 issue. Mr. Murray’s 
story was concentrated on soaps 
and cleansers, and many household 
cleaning preparations were omit- 
ted.] 
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Container Art 


To the Editor: On Page 79 of 
your May 6 edition you show, 
under number 3, “The Gentle 
Giraffe” as an award receiver for 
editorial art and mention Susanne 
Suba as artist, Frances Owen as 
art director and Marshall Field & 
Co. as advertiser. 

The advertiser is Container Cor- 
poration of America and the art 
director is Albert Kner. 

We would appreciate a rectifica- 
tion. 

F. PETER SACHS, 

Manager, Specialty Division, 

Container Corporation of 

America, Chicago. 

[Editor’s Note: The Art Direc- 
tors Club seems to have had its 
pictures slightly confused. AA in- 
nocently followed the club’s identi- 
fications. ] 


vv¥sesy? 
A New Low? 
To the Editor: In _ looking 


through some back numbers of 
ADVERTISING AGE I ran across some 
editorial comment on the Raleigh 
radio advertising. 

My personal reaction to most 


~ Do you have | 
product that fits 


BAKING INDUSTRY? 


See Bakers Weekly's offer of 
market analysis on page 64, 
this issue, Advertising Age. 


all cigaret advertising is that their 
publicity is, to use the vernacular 
of the everyday man, “lousy.” 

To say that more doctors use 
this or that cigaret, or that this 
cigaret is less injurious to your 
health than another, or that it 
contains less harmful nicotine, 
simply reminds the public that 
cigaret smoking is injurious to the 
public health. 

Yes, I believe that cigaret ad- 
vertising has reached a new low. 

FRANK W. PASCOE, 
Advertising, Poughkeepsie, 
N. Y. 
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Many Do Very Well 


To the Editor: In commenting 
on prize contests in your May 13 
issue, a reader implies that most 
contestants waste time, work and 
money in such affairs. While this 
is generally true, it should be re- 


membered that a few entrants in) 


every contest are well repaid for 
their efforts. 

There’s a woman in Chicago get- 
ting $1,000 every year of her life 
for a little statement she once 


wrote about Camay soap. Some- 
body else got $20,000 for naming 
a character in Swan ads. Another 
lucky contestant was recently 
handed $5,000 by Chelsea cigarets 
for a song title. 

Endless examples could be cited 
to prove that contests do pay—for 
those who win them! As for the 
losers, they keep trying in hope 
of winning the next one—and the 
buoyancy of hope is a reward in 
itself. 


ALLEN GLASSER, 
| Mail Department, American 
| Management Association, New 
York. 
vvy 


Spent More in Dailies 

To the Editor: I have finally had 
an opportunity to study your re- 
port on National Advertising in 
Newspapers, 1945. I am particu- 
larly interested in the source of 
'your statistics as regards our com- 
‘pany. Your report shows an ex- 
|penditure of approximately $23,- 
000, whereas our actual expendi- 
ture 
$30,000. The difference of course is 


in newspapers was almost 


not an important one but I wonder 
if we can be of assistance to you 
in your future reports by giving 
you a more accurate statement of 
expenditures. 


K. L. Wricut, 
Advertising Director, Michigan 
Mutual Liability Company, 
Detroit. 


[Editor’s Note: As previously 
reported, AA’s newspaper ex- 
penditures were secured from Me- 
dia Records, Inc., which did a spe- 
cial analysis of 107 cities. Since 
obviously this tabulation does not 
include all national advertising, 
most or all of the figures shown 
are lower than the actual expendi- 
tures in this medium. ] 
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Many Changes Effected 
in Post Exchanges 


To the Editor: Post Exchange 
and Ship’s Service Store recently 
began distribution to its adver- 
tisers of a monthly Advertisers 
Service Bulletin designed to keep 
them informed on the latest news 
and developments in the “PX” 
market. 
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With the conversion to a peace- 
time basis, many changes have 
and will continue to take place in 
this market, and it is for this rea- 
son we have added this service. 

Changes, such, for instance, as 
have arisen by reason of the fact 
that the serviceman now has a 
permanent station and is able to 
have his family with him, thus 
bringing a demand for a wider 
variety of products in the post ex- 
change. (PXs have just been au- 
thorized to stock baby supplies.) 
In the occupation zones especially, 
the PX is almost the sole source of 
the daily needs of food, clothing, 
and general merchandise required 
by the average American family. 

Rapidly expanding is the Vet- 
erans Administration hospital sys- 
tem, whose facilities over 15,000,-, 
000 servicemen are eligible to use. 
Seventy-eight new units will be 
constructed in the next three 
years. All will have exchange 
type stores. 

F. Scorr WILDER, 

Advertising Manager, Post Ex- 

change Publishing Company, 

New York. 


More than one million strong —in Detroit! They’re 


working full-time and over-time . 


America is waiting for . 


. . producing the millions of cars 


. . drawing the largest individual pay-checks 


in America, totaling over 55 million dollars weekly! How much of 


that would you like spent on your products? To get your share, 


get your sales message into 400,000 Detroit homes, through The Detroit 


News . 


. . the paper with the largest ABC-recognized home-delivered 


circulation in America . . . first in circulation and in advertising in the 


great Detroit market, where savings have mounted at the rate of 


$1,500,000 weekly since January 1st! 


Largest Trading Area Circulation. Weekdays 


‘and Sundays, of Any Detroit Newspaper 


DETROITERS TAKE THEIR 


BUYING CUES FROM... 


OWNER AND OPERATOR OF RADIO STATIONS WWJ AND WENA 


DAN A. CARROLL, 110 E. 42nd St., New York 17 


J. E. LUTZ, Tribune Tower, Chicago 11 
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WANTED! 


Top Calibre 
Sales Promotion Director 


First flight perfume house wants outstanding 
man with proven creative ability for top execu- 
tive post. Must be capable of determining 
advertising, sales promotion and sales themes, 
methods and procedures. Promotional opportu- 
nity unlimited. Salary open. Applications treated 
confidentially. 


Box 6500, Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


THE ADVERTISING MARKET PLACE 


Advertising Age, May 27, 1946 


The rates for this department are as follows: Ka: Wanted,” “Positions Wanted,” “Representatives Wanted,” 
n 


and “Kepresentatives Available,” 50 cents a line, m 


imum charge $2. Figure bold face heads 25 letters and 


aces per line; light body face 34 per line. Box numbers add two lines. Terms cash with order. Forms close 


enday neon preceding publication date. 


Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


Trade Paper Editor 
Successful publishing house seeks 
editors for established monthly pub- 
lications in sanitary and janitor sup- 
ply field, and the automotive field. 
Permanent position for right man. 
Supply complete background infor- 
mation. Experienced man preferred 
but will consider school of journal- 
ism graduate or advertising writer 
desirous of switching to editorial 
ga P. O. Box 694, Milwaukee 1, 

Tis. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 


Editor of Employe’s Magazine for 
Chicago manufacturer. Man or 
woman. Must be experienced in 
writing, editing, and attractive lay- 
out to produce high quality maga- 
zine. 

Box 8224, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


ACY The Reader’s Digest Abroad hy> 


How to advertise in EIGHT languages 


Ask Lockheed, Parker or Studebaker 


In Stockholm, you’ll see Lockheed transports landing at Bromma 
Airport—and Lockheed advertising in Swedish. In Cairo, you'll see 
Parker Pens proudly displayed in Egyptian pockets—and Parker ad- 
vertising in Arabic. In Sao Paulo, you'll see Studebaker Trucks spin- 
ning along the Avenida Nove de Julho—and Studebaker advertising 


in Portuguese. 


In five other languages: Spanish, Danish, Finnish, Japanese and 
English (in Australia), you’ll find these three great American names 
advertised abroad. All in The Reader’s Digest. 


Talk: to the leaders... 


American exporters use The Reader’s 
Digest as their leading advertising me- 
dium in overseas markets because they 
know The Reader’s Digest is read by 
leaders everywhere. In Cuba, for in- 
stance, 7 out of 10 of all A and B 
families buy The Reader’s Digest in 
Spanish. 


This readership among leading people 
is found in all countries where the 
Digest is published. In Finland, such 
people as the general director of Fin- 
land’s Bank, Sakari Tuomioja. In Syria, 
the president, Shukri Bey El Quatli. 
In Britain, the former Minister of Food, 
Lord Woolton. In Denmark, the foreign 
minister, Gustav Rasmussen. In Brazil, 
her delegate on the U. N. Security 
Council, Pedro Leao Velloso. In Sweden, 
Ivar Rooth, president of the Swedish 
National Bank. 


eo in their own language 


“Now you're talking my language” — 
welcome words to every salesman. And 
nowhere do they have more meaning 


than in export advertising. For selling 
abroad begins with selling in the local 
language. 


That’s why Lockheed, Parker and 
Studebaker use The Reader’s Digest in 
all eight languages. Why Champion and 
International Harvester use it in six. 
Why Electric Auto-Lite, Kodak, Swift 
and J. B. Williams use it in five. Ex- 
perienced exporters, all of them—all 
using Reader’s Digest advertising in the 
language of the country where they are 
doing business. (As do 114 other lead- 
ing American advertisers—names on 
request.) 


Like to see how it’s done? 


We'll gladly send you export adver- 
tising tear sheets of leading American 
products in Spanish, Portuguese, Dan- 
ish, Finnish, Swedish, Arabic (Japanese 
and English after July). State which 
languages and which types of product 
interest you. The Reader’s Digest In- 
ternational Editions, Inc., 500 Fifth 
Avenue, New York 18, N. Y. Lacka- 
wanna 4-0900. 
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International Editions of 
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Rael aG ery D gest 
“Talk to the leaders... in their own language” 


Wanted: 


Man for Basement Advertising Man- 
ager for large Minneapolis Depart- 
ment Store. 


Must Have Had Previous All Around 
Department Store Advertising Ex- 
perience to do complete Job. 


Write, giving full details. 
Box 8196, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


WANTED—A COPYWRITER TO 
WHOM WE CAN PAY $10,000 
A YEAR 


Chicago agency is looking for a man 
who has ideas and imagination, can 
write consumer copy that sells, 
knows how to work. Write fully and 
in confidence, giving us your com- 
plete history. Our’ organization 
knows about this advertisement. 


Box 8212, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


RESEARCH man wanted by large 
national advertiser in Middle West. 
Must have good academic >back- 
ground, preferable with emphasis in 
psychology and statistics, be under 
40, and well experienced in copy- 
testing and media evaluation. Good 
starting salary, fine opportunity. 
Give full qualifications in first letter. 
Box 8211, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED 
ASSISTANT TO HEAD OF 
DISPLAY DEPARTMENT 


High-grade lithographer operating 
nationally needs creative display 
layout man. 


Must have ability to originate ideas 
for outstanding display material; be 
able to make roughs and sketches 
and follow through on production 
with artists on finished art work. 


Write fully (in confidence) about 
yourself, your experience, and start- 


ing salary expected. Pairs ea 
( JF iia Ua d | 
Location: Chicago. 
Box 8213, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LAYOUT-IDEA ARTIST 
Nationally recognized southern 
agency offers immediate ground- 
floor opportunity for experienced, 
sober, original layout artist under 
40—to organize and direct staff. Mail 
detailed letter and samples today, 
then call HOUCK & CO., 812 Life In- 
surance Co. of Virginia Bldg., Rich- 
mond, Va. 


PERSONALIZED SERVICE 
Career Counselors 


Genl. Mgr., Adv Agcy.......- $35,000 
Mer. Mfgr., Plant Mchry..... 25,000 
Copywriter, Agcy. Drugs.... 15,000 


Copywriter, Agcy. Genl. Exp.. 8,000 
Copywriter, Agcy. Consumers 7,500 


Copywriter, Refrigeration.... 7, 

Sales Mgr., Small Tools...... 12,000 
Sales Prom. Mer., Bldg. Matl. 10,000 
Adv. Mer., Industrial ....... 7,500 
Adv Mer. Electrical ........ 6,000 
Adv. Mgr., Trade Paper ..... 6,000 
Adv. Mer. Asst. Hardware.. 6,000 
Publ. Man, Genl. Exp........ 6,500 


Prod. Mgr., Home Appliances 6,000 
Prod. Mgr., Genl. Hardware.. 5,200 


Editor, Trade Paper ........ 8,000 
Cir Mers., Trade Papers..... 5,200 
Market Research, Adv. Agcy. 6,000 
Salesmen, Space Natl. ....... 7,500 
Veterans, to train, sales..... Open 


THE HONES COMPANY 
14 E. Jackson Blvd., Suite 1515, Chgo. 


COPYWRITER—for Agency’s 
New Business Dept. 


Can you sparkle smart advertising 
ideas that will sell accounts? Here 
is a challenge to a versatile adver- 
tising man who can back up the able 
sales staff of a live, aggressive 
agency. Excellent salary—PLUS 
commission on all new business your 
copy lands—offers unusual oppor- 
tunity. Our employees know of this 
advertisement. 


Box 8215, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Like Music? Like People? Here’s a 
grand opportunity for a young man 
with ideas to manage a symphony 
orchestra. Well established organ- 
ization, fine medium size midwest- 
ern city, nationally renowned con- 
ductor, enthusiastic community sup- 
port. Promotional and publicity abil- 
ity is more important than musical 
knowledge. Salary $5,000.00. Write 
for full details. 


Box 8216, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR 


for mid-west city, experienced in de- 
veloping own ideas, creating visuals 
and following through to direction of 
finished art for point-of-sale material, 
promotion pieces, booklets and pres- 
entations, reproduced by lithography 
and letterpress. 


Pleasant working conditions, oppor- 
tunity in expanding organization. 
State salary satisfactory and furnish 
samples on request. 


BOX 6497, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


research. 


lithography. 


office administration. 


AVAILABLE 
DIRECTOR OF GRAPHIC ARTS 


@ If you are a manufacturer whose advertising depart- 
ment purchases a volume of printing and other ma- 
terial in connection with the graphic arts you may 
be interested in my background and experience. 


@ During the war I was commissioned as Captain in 
charge of various government printing plants. Was 
rated as Graphic Arts Engineer. 


@ After my discharge I was retained in government 
service to organize and carry on my work in printing, 
related processes, their development and further 


@ These appointments were completely due to my 
knowledge and experience as a civilian in the pre- 
war period. This consisted of practical work at the 
crafts in letterpress and offset printing plants as 
well as plate making in photo-engraving and 


@ In addition, I became well acquainted with esti- 
mating, work scheduling, and other procedures of 


@ For reasons of my own, I am leaving government 
service for private enterprise. I feel there must be 


some company which would like to hand over the 
weighty responsibilities of directing and purchasing 
such material to one whose entire business life has 
been devoted to learning the answers. 


@ 30 years of age. Married. 


BOX 6498 - ADVERTISING AGE 


100 EAST OHIO STREET, CHICAGO, ILLINOIS 
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Advertising Age, May 27, 1946 


HELP WANTED 
ADVERTISING MANAGER 
Wanted by one of country’s largest 
advertisers. Prefer all-around man 
both national and retail experience, 
young, probably thirty to thirty-five. 
Excellent salary, excellent future, 
and with congenial, progressive as- 
sociates and surroundings. Home 
office, Los Angeles. Replies will be 

kept confidential. 
, Box 8214, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 


Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


WANTED—Party with cash inter- 


ested in financing National Negro 
trade journal, now in second year 
publication. 


Box 8227, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 


CREATIVE ADVERTISING MAN 


Former newspaper ad manager, as- 
sistant ad manager large retail 
store, seeks high-ceilinged opportu- 
nity. Strong on ideas, campaigns, 
copy. Experience planning, sales 
promotion, contacts, layout, produc- 
tion, printing. Ex-navy communica- 
tions officer; 29, married; university- 
educated; personable, good appear- 
ance. Best references. 
Write to: 

Box 8223, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


DO I FIT IN YOUR PLANS? 
Young lady with 4% years on lead- 
ing business paper doing rewrite, 
straight news assignments and fea- 
ture stories seeks Chicago position 
in editorial or publicity field. Good 
teamworker, attractive appearance, 
plenty of enthusiasm and ability to 
meet people. 

Box 8225, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Veteran—Univ. grad.—Eight sears 
experience in newspaper advertising, 
Mfrs. terr. sales rep., and trade 
magazine circ. dept. Wants connec- 
tion with agency or publication. 
Box 8226, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, I1l. 


COPYWRITER. Young Chicago 
woman tired of dirt, noise and 
8-month winters seeks position in 
warmer climate, preferably West 
Coast. Mail order and agency ex- 
perience production and copy. 

Box 8218, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MAY I TAKE OFF MY COAT— 
and start right in? 
Creative assistant to head of indus- 
trial agency needs no “breaking in 
period. Period. Handling copy and 
layout for six of our clients all of 
whom are well satisfied that I have 
done a consistently good selling job 


for them. I’m sure I can do the 
same for your clients. Experience 
uninterrupted by war. Consumer 


background. Immediately available. 
Box 8219, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Space Salesman: 27; 2 yrs. plus 
newsp. rep. firm; gd. record; now 
employed; desires pos. natl. mag. or 
new publ. put out by estab. firm; 
available wk.-10 days after definite- 
ly securing pos. Chicago territory. 
Box 8220, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Correspondence, Credit, Collection— 
Executive duties. 
Box 8217, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MOVIE-TELEVISION specialist, ex- 
ecutive of leading film company, 
seeks key post with alert agency 
whose plans for future in these 
media need skilled direction and 
real drive. Ten years experience in 
writing, directing, producing; cre- 
ative talent in programming; proven 
power in selling campaigns to cli- 
ents. Age 36. 

Box 8221, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Public Relations man in industry 4 
years, 15 as newspaperman, seeks 
industry, publishing or agency post, 
medium size city. 
Box 8222, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TO AGENCIES CONSIDER- 
ING REPRESENTATION IN 
SOUTHERN CALIFORNIA 


Advertising agencies contemplating open- 
ing Los Angeles offices (in keeping with 
the greatest mass movement in industrial 
history) can have the services of a two- 
fisted top-notch executive to launch the 
operation. 


He is young but already has a reputa- 
tion as an authority of sales, advertising 
and merchandising . . . He is thoroughly 
familiar with the market and has the 
‘necessary contacts to assure success. 


He is creative as well as an opportunist. 
. His training covers every known 
form of accepted media including point- 
of-sale which will enable him to approach 
an account through any one or many 
ways. He's ‘'tough'’ competition and 
ready for ‘tomorrow's’ marketing .. . 
Especially when the emphasis will be 
on sales!! 


He is immediately available and ready 
to set up coast operations within 30 days. 


Box 6499 
Advertising Age, 100 E. Ohio Street 
Chicago II, Illinois 


Miles Boosts 
Radio Selling 
with Direct Mail 


Elkhart, Ind., May 21.—Repeat- 
ing its direct mail sales promotion 
campaign of last fall, Miles Lab- 
oratories, maker of Alka Seltzer, 
is sending, through 271 Mutual 
radio stations, four-page color 
pieces directed to about 50,000 re- 
tail druggists to illustrate the 
power of radio selling. 

The current mailing piece pro- 
motes primarily Alka-Seltzer’s 
“Queen for a day” program car- 
ried Mondays through Fridays at 
2:30 p.m. (EST) with the heading 
‘“Women—the power behind the 
throne—in every home” and tell- 
ing druggists that women influ- 
ence the sale of 70% of all drug 
products. 

Under the current plan, pre- 
pared by Wade Advertising 
Agency, Chicago, direct mail pieces 
are sent to the affiliated radio 


stations, which will channel the 


circular to drug stores in their 
listening areas. The circular also 
lists “Leading radio programs that 
send customers into your store.” 


Pavelle Color Appoints 

Pavelle Color, Inc., New York 
producer of photographic color 
prints, has appointed Green-Bro- 
die, New York, as advertising and 
sales counsel. An intensified mer- 
chandising campaign, with special 
emphasis on dealer activities, will 
be backed up by regional news- 
paper advertising and national 
Magazine copy. 


Names Davis & Beaven 


General Water Heater Company, 
Los Angeles, has appointed Davis 
& Beaven, Los Angeles, to handle 
its account. Market surveys will 
precede formulation of advertising 
plans. 


Joins Geare-Marston 


M. Virginia Doherty, formerly 
continuity writer with Station 
WNEC, Hartford, Conn., has 
joined the copy staff of Geare- 
Marston, Philadelphia agency. 


Artists’ Work 
Exhibited by 
Studio Group 


Chicago, May 21.—About 275 
pieces of artwork representing ef- 
forts of more than 70 artists are 
currently being shown at the first 
exhibit of “young” artists at the 
gallery of the Associated Art 
Studios of Chicago, 104 S. Michi- 
gan Ave. The exhibition, open 9 
to 5 daily, will continue until 
June 22 to display work of artists 
represented by members of the 
studio association. 

Pieces shown are the work of 
men hitherto relatively unknown 
among major art buyers. Subject 
matter ranges from humorous 
drawings to merchandising, fashion 
and general illustration subjects. 
Renderings are in pen and ink, 
oils, water colors and some pastels. 

Selections of outstanding work 
in various types of illustrative art 
were based on the art quality and 
artistic execution rather than the 
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commercial application of the art. 
A leading entry and a_ second 
choice were made in each of 12 
types of art. Almost half of the 
entrants were ex-servicemen and 
contestants ranged in age from 20 
to 56. 


Deindorfer Promoted 


J. W. Deindorfer, coordinator 
since 1942 of sales, traffic, and pro- 
duction for Park & Tilford Import 
Corporation, New York, has been 
promoted to import manager. Mr. 
Deindorfer joined Park & Tilford 
in January, 1934. 


End Dinah Shore Show 
“Dinah Shore Open House,” 
General Foods show heard over 
NBC for Birds Eye Frosted Foods, 
will not be renewed next fall, 


attributing the decision to produc- 
tion and distribution problems. 


Appoints Critchfield 
Universal Scientific Company, 
Vincennes, Ind., has appointed 
Critchfield & Co., Chicago, to 
handle its advertising. 
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When Uncle Zeke sampled the specs he’d 
ordered by post, he saw two of everything, 
including Aunt Hattie—of whom ONE was 
usually too many.Wearing mail order cheaters 
gave Uncle Zeke all the headaches of bigamy 
without any of the compensations . . . added 


anguish to astigmatism. 


Buyers of goggles by 


often got nothing more satisfying than a 
double take for their money . . . as did 
buyers of colorgravure before Intaglio 
sharpened their vision (and prevision) by 


supplying advance proofs. 


finished ad will look like th 
he wants roses climbing on 


With preview proofs, the advertiser can 
check, correct, revise... make sure that the 


that’s what he gets . . . not something that 
looks like lobster thermidor on a Blue Plate 


INTAGLIO SERVICE 


NEW YORK: 305 E. 46th St. e CHICAGO: 731 Plymouth Ct. e PHILADELPHIA: Land Title Bldg. 


Special. For in 


TMM Fell 
a 
\ hl 


Intaglio-proved gravure, 


roses look like roses . . . lobsters look like 
lobsters . . . and (lucky advertiser!) products 
look like products. 

Intaglio is easy to use. All we need-is a 
comprehensive layout, accompanied by the 


original photos or artwork and sharp, clean 
type proofs. We make negatives, stage, 


remote control retouch—supply 


Two modern, 
York and Chicago, manned by a staff of 
200 skiiled craftsmen, make possible fine, 
quick gravure service . . . that spares the 
advertiser money and megrims . . . time and 
tantrums. For monotone or color, call on 
Intaglio and be safe. 


e original art. If 
a sunlit wall... 


progressive proofs and 


complete positives. And for labels, wrappers 
or boxes with extra oomph, check with our 
Commercial Department. 


efficient plants, in New 


Corp. © Rotogravure Servicers 


Young & Rubicam has announced, ° 
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‘nent Tournalayer-built homes,” 
Mr. Boice said. “And, of course, 
;our trade campaign will stress the 


Grant to Handle 
Ad Campaign for simplicity and economy of opera- 
77 e ‘tion of the equipment itself.” 

Tournalayer | During construction of concrete 


, /houses near the LeTourneau plant 
Longview, Tex., May 22.—R. G. | : : 
LeTourneau, Inc. has appointed ,at Vicksburg, Miss., the Tourna- 


Grant Advertising, Dallas, to | aver with one set of molds re- 
handle advertising, promotion and | 
marketing of the 


LeTourneau | 
Tournalayer, concrete house-lay- 
ing machine. 


Samuel W. Hepworth, vice-pres- 
ident and manager of Grant’s 
Dallas office, is account executive. 

W. E. Boice, LeTourneau Texas 
division advertising manager, said 
a direct mail campaign would be 
followed by use of national trade 
and consumer publications. Spe- 
cific media and size of budget 
were not disclosed. 

“Our advertising campaign will 
aim to familiarize architects as 
well as contractors, sub-dividers, 
realtors and the general public 
with the unprecedented versatility 
and with the many structural and 
economic advantages of perma- 


cently exceeded the rate of 20 
concrete houses a month. On this 
basis, the company says, rental 
cost for the Tournalayer and one 
set of molds would average $385 
a house. 


NIAA Chapter Elects 


Donald Buckwell of the adver- 
tising department of the Stanley 
Works, New Britain, Conn., has 
| been elected president of the In- 
|dustrial Advertising and Market- 
jing Council, western New England 
states chapter of the National In- 
dustrial Advertisers Association. 
Others elected include John E. 
Reed, H. B. Smith Company, West- 
field, Mass., first vice-president; 
Francis L. Quinlan, Fafnir Bearing 
Company, New Britain, second 


vice-president, and Miss Edith 


Wootton, Wiremold Company, 
Elmwood, Conn., secretary-treas- 
urer, 


Burnett's Names Tokar 


Burnett’s, Inc., Newark, N. J., 
has appointed Alfred F. Tokar Ad- 
vertising Agency, Newark, to han- 
dle advertising of Burnett’s bird 
and fish food. Newspapers, na- 
tional magazines, direct mailings 
and point-of-sale material will be 
used, 


Starts Zino-pad Spots 


Scholl Mfg. Company, Ltd., To- 
ronto, has begun promoting Dr. 
Scholl’s Zino-pads nationally in 
Canada, using transcribed spot an- 
nouncements to supplement news- 
paper and magazine advertising. 
F. H. Hayhurst Company, Toronto 
and Montreal, handles the account. 


Kaufman Forms Agency 


Lester M. Kaufman, previously 
in Hartford, Conn., department 
store advertising and agency work, 
has formed Kaufman Advertising 
Agency in Hartford, Offices are 
at 54 Church St. 


NATIONALLY REPRESENTED BY THE HEARST ADVERTISING SERVICE 
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Sigurd S. Larmon, pres. of Y&R, and Mrs. Larmon have an- 
nounced the engagement of their daughter, Helen Virginia, to 
Xavier N. Benziger Jr., recently discharged Capt. with the Signal 
Corps of the 14th Air Force in China. Miss Larmon served with 
the Red Cross in India for a year and a half... George E. Frazer Sr. 
has been awarded the Treasury’s Silver Medal for promotion of 
war bonds on behalf of Nat’] Transitads, of which he is president. . . 

Harold Gross, partner of Goldman & Gross, Chicago agency, who 
had specified a girl, was happy over the arrival of 6 lb.-7 oz. Janet 
April 15. She has a two-year-old brother, Steven. . . One of the 
judges in the Veterans of Foreign Wars essay contest for high school 
students throughout the country is Jim Mangan of Mangan & Eck- 
land, Chicago... 

Harold E. Christiansen, head of the Christiansen Advertising 
Agency, has been reelected president of the Economic Club of Chi- 
cago. John S. Knight, publisher of the Chicago Daily News and 
other metropolitan newspapers, spoke at the May 17 meeting of 
the club on freedom of the press... 

Ed Ebel, who recently returned to civilian life as head of the 
merchandising div. at Pedlar & Ryan, New York, has been awarded 
the Legion of Merit for outstanding service in facilitating the flow 
of food supplies to the armed 
forces. Maj. Ebel was chief of 
the supply control branch and 
ass’t to the director of the sub- 
sistence div. with the Quarter- 
master Corps during the war... 

The New York World-Tele- 
gram recently gave print and 
picture space to BBDO’s Junior 
Council — composed of 100 of 
the agency’s girl file clerks, sec- 
retaries, jr. copy readers, etc.— 
and its leader, Jean Rindlaub, 
only female among the agency’s 
two dozen v.p.s. Occasion was 
a luncheon of 35 of the group’s 
engaged girls to discuss engage- 
ment rings and other articles of 
interest to brides. Opinions ex- 
pressed will be used by the 
agency in solving ad problems. 
. . Charles H. McArthur, who 
heads Manhattan’s McArthur 
Advertising Corp., designer and 
manufacturer of those three-di- 
mensional terminal displays, is 
co-author of a radio script now 
ready for auditioning. Others in the project are Olin Downes of 
the New York Times, Kurt Weill of ‘Lady in the Dark” and “One 
Touch of Venus” fame, and Arnold Sundgaard of Theatre, Inc. . . 

Barclay Atcheson, director of the international editions of Read- 
er’s Digest, reported on his trip to Japan and Australia at a recent 
meeting of the New York YWCA... Dr. Francis Godwin, director of 
Inter-American Research Service, is visiting Rio de Janeiro and 
Sao Paulo, preparatory to an extensive business trip throughout 
Latin America... 

Will Whitmore, who will be back with Western Electric as ad 
mgr. some time this fall, is aboard the U.S.S. Avery Island, en route 
for Pearl Harbor and Bikini Island where he will take part in the 
electronic engineering activities in connection with the atomic bomb 
tests to be held this summer. . . Howard Baldwin, nat’l ad mgr. of 
The New Yorker, has received the Medal of Freedom for “dis- 
tinguished and meritorious achievement” as head of the dep’t of 
propaganda analysis and counter-propaganda in the Dep’t of. Psy- 
chological Warfare of the Office of Strategic Services. . . 


Edward F. Evans, ABC research director, and his senior research 
ass’t, Elizabeth Moore, were married May 16 in a ceremony at the 
Gramercy Park Hotel, New York. . . Curtis G. Benjamin, v.p. of 
the McGraw-Hill Book Co., Mrs. Benjamin and their children, 
Linda and John, were photographed in their Westport, Conn., gar- 
den by Charles Leon, who used the group in a New York Sun 
article May 15 to illustrate his point that “a photographer’s most 
important job is taking a family group.” ... 

W. Howard Chase, General Foods’ director of public relations, is 
one of four newly-elected trustees of Wellesley College. . . Joseph 
Ruffner, former producer of news and special events for NBC, Eleo- 
nora Casey, former mgr. of the record dept. for Young & Rubicam 
in N. Y., and Henry Miller, formerly with OWI overseas, were 
among the first contingent which left Frisco by boat May 24 bound 
for Manila, where they will organize news and programs for the 
new Philippines network. . . 


Benson Inge, director of press & public relations for Ted Bates, 
Inc., has just returned to New York from a week’s visit in Chicago, 
where he interviewed residents in the area for future broadcasts of 
the John J. Anthony WGN (Mutual) program. .. Henry R. Luce 
of the Time-Life-Fortune enterprise has sold his 59-acre Greenwich, 
Conn., estate, assessed at about $200,000 to Hans Wyman, pres. of 
the Pantasote Company. Mrs. Clare Booth Luce reports the couple 
is seeking a smaller home in Fairfield County. . . 

Otto Kleppner, head of the Kleppner agency in N. Y., was toast- 
master May 17 at the annual initiation dinner of the George Burton 
Hotchkiss chapter, New York University, of Alpha Delta Sigma, 
honorary fraternity of advertising and marketing men. Among 
guest speakers were Fred Gamble, Four A’s pres., and Allan T. 
Preyer, board chairman of Morse International. . . Katharine D. 
Frankenstein, head of BBDO’s library research dep’t, has been 
elected pres. of the N. Y. chapter of the Special Libraries Ass’n. . . 


In his first try at partisan politics, Fred W. Danner, head of Dan- 
ner Press, Inc., Akron, and v.p. of the Advertising Typographers 
of America, won the Republican nomination for Congress in the 
14th Ohio district at the May primary election. He writes AA that 
“a dynamic advertising and publicity program featured his drive 
for votes.” ... 


NEW PREXY—The leadership of the 

Advertising Club of Washington 

changed hands this month, with Henry 

J. Kaufman, agency head, right, taking 

over from Matt Meyer, ad manager of 
the Washington News. 
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Better Working 
Status Sought 
for Salesmen 


(Continued from Page 1) 
bility. “If working conditions in 
his territory create a favorable 
climate for union organizers, his 
men will eventually sign up along 
with the others.” 

Salesmen’s unions, the report 
said, already have entered such 
fields as industrial life insurance, 
cosmetics, apparel and textile, au- 
tomobile, bakery, liquor and bev- 
erage, and wholesale grocery and 
hardware. 

The committee started out two 
years ago to achieve better labor 
relations by promoting clubs of 
salesmen throughout the country. 
Later, however, Mr. Heyneman 
accepted the appointment as chair- 
man, when George S. Jones Jr., 
Evansville, Ind., who has just re- 
tired as president of NFSE, au- 
thorized the shift to these basic 
objectives: 

“1. A consideration of em- 
ployment standards for sales- 
men as they now exist, and 

“2. Development of a plan 
for discouraging such prac- 
tices as might form the most 
likely basis for dissatisfaction 
of salesmen, either now or 
eventually.” 


Others Are Consulted 


In addition to consulting sales 
managers, salesmen and labor re- 
lations specialists, committee mem- 
bers got the viewpoints of psychi- 
atrists, educators, labor leaders 
and others. Each of the 57 mem- 
bers made an independent analysis 
of conditions in his territory. 

To “eliminate” delivery men, 
demonstrators and others, the 
committee defined a salesman as 
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a “person who persuades people to 
meet a need through the purchase 
of a given product or service.” 

Thus far members of 18 clubs 
have voted on a series of questions 
provided by the committee on the 
practices and opinions of their 
companies with respect to sales- 
men’s compensation, working con- 
ditions, recognition, security, em- 
ployment and training. Additional 
clubs have meetings scheduled, 
and a final report probably will be 
made in a few months. 

The current “progress report” 
showed that ballots thus far were 
answered by sales managers clas- 
sified as follows: business owners, 
14%; general sales managers, 47%; 
district sales managers, 25%, and 
others, 14%. 


Majority Favor Bonus Plan 

To the question, “Which of these 
forms of compensation do you con- 
sider fairest to salesmen?”, 61% 
of the executives — speaking for 
their own firms—said bonus plan; 
15%, straight salary; and 12% 
each, drawing account and straight 
commission. Seventy-two per cent 


were recorded as satisfied and 
28% dissatisfied with their present 
compensation plans. 

Fifty-three per cent of the ex- 
ecutives assumed and 43% did not 
assume the “right to change sales- 
men’s compensation” on such situ- 
ations as special deals, sales at 
cut prices, and to a special class 
of prospects. Four-fifths of the ex- 
ecutives said that they consult 
salesmen prior to any Changes in 
compensation. Eighty-three per 
cent do not place a maximum 
limit on salesmen’s earnings. 

Sixty-nine per cent said they 
have an accurate knowledge of 
sales potentials in each territory, 
and 88% consult salesmen before 
reducing territories. 


Most Get Full Credit 

When customers mail or per- 
sonally bring in orders, 85% of 
these firms give full credit to 
salesmen; 13%, part credit, and 
only 2% no credit at all. 

Seventy-two per cent replied 
that salesmen are allowed to par- 
ticipate in setting up sales poli- 
cies; 92% grant salesmen the same 


vacation privileges as other em- 
ployes—although salesmen of half 
of these firms must wait for “slack 
selling season.” 

On the other hand, 93% do not 
pay salesmen overtime if they 
work more than a specified num- 
ber of hours a week. 


Paper Work Heads ‘Gripes’ 

Among 11 most frequent 
“gripes” listed on thé ballot—with 
the executives asked to check only 
three of them—“paper work” led, 
with 23%, followed by competi- 
tion, 17%; prices and compensa- 
tion, each 12%; size or selection of 
territory, 9%, and travel condi- 
tions and slow advancement, each 
8%. Product quality, expenses and 
supervision bothered the men 
least. 

Seventy per cent of the firms 
have a breakdown of each sales- 
man’s functions; 58% have set a 
value on each, and 86% consider 
these evaluations when upgrading 
salesmen. The form of promotion 
more often available than any 
other to salesmen is advancement 
to branch or district manager, 31%, 
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followed by advancement to as- 
sistant sales manager, 22%. 

Only one-fourth or less of the 
companies covered offer salesmen 
such forms of “security” as credit 
for commissions when ill, sick 
benefits, or retirement or pension 
plans. In the event of “another 
depression,” however, 59% said 
that their salesmen’s earnings 
would be “on a par with those of 
other employes of comparable 
earnings and loyalty.” Thirty-two 
per cent believed that their earn- 
ings would be higher, and 9%, 
lower. 

Seventy-four per cent thought 
that their men “came out even” 
with the company on their out-of- 
pocket expenses; 13% that their 
men made a profit on them, and 
13%, incurred a loss. 


Third Have Written Facts 

Only 35% of the firms have a 
written agreement “covering con- 
ditions of salesmen’s employment,” 
and only 49% confirm verbal 
agreements on such conditions in 
writing. Nineteen per cent now 
use aptitude tests in selecting sales- 


NK 
MK 
MK 
WK 
MN 
WK 
MK 
NK 
NK 
MK 
MK 
IK 
IK 
MK 
MM 
Ml 
Mh 
Un 
MK 
Mn 
Mh 
MN 
IK 
NK 
NK 
NK 
NK 
MK 


SS 


figs, ce pas, 


OKLAHOMA CITY 


ing...LISTENERS 


ea 


930 KILOCYCLES—WNBC AFFILIATE—OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING COMPANY: THE DAILY OKLAHOMAN — OKLAHOMA CITY TIMES 


THE FARMER-STOCKMAN — KVOR, COLORADO SPRINGS —KLZ, DENVER 


(Atfiliated Maenegement) — REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


* 2 ye ate < oe Teg ® rere x . ere Meine pe ty wer ~ a 7 : Z + ae E va x! : : ri ¢ “ ae 3 ae ed 
as peace 2 eras erie! art eae x eee > WE ESS =, NG oe F =f ee f- . pes a epee, Mis BA ae onal KW saan Vics oy ee eh eee 
% ‘ 7 . na HY a i: picts 
ae 
a 
eC | eon 
. (oan aes 
eu 
| : Pe 
| ae 
| tee 
| 
| 7 
| ‘ 
Hao 
Nara 
at ee 
| coe ore 
Spa 
} ig “ee ie 
| ; 
| 
| 
ao 7 
oy ee 
F Seay 
sy eae ci 
i 
| | 
SS 
| / 
— a - 
we 
| | - ; 
| we “a ‘ ‘ 
al J 
| | wa H 
| ai _ 7 : eae OP PE = © es = ents 2 8. oe : - 
ee eee ce Saree _ + eee i ian Geka Pate Re Roem : - 
a ae ee oe ee a ee alto rE eres eae ee cee ym ead FY 
Re ce ana etic Reena: o BRRM Ua 1 i eam ia A Ca a Bh cg 
Reeth ie eae ie. age Sy Ne oy eR De aR ava ar bere a een lie casas cs " dgaerecat 
= ati cS A 4. ae fi sy 5 bs so Ss 5 eae Ge “2 Ae Nes ed ue coe i ts in a eg we aes 
ng : 0 ee Te eA a i Oe te ee 
ahs eee eee a tg) a iL a aie es aoe eee 
sel —. : ; pi : . : E _ 
: e BS a : 3 a a &. Lb @ 7 ca 
, : ee Nair rire aks nai pee oe ea g an i 
‘ a al ae ee sa pais yy 
aia aig OS Se a Sea a ae * : es ies : : tie Pcie be 
oe Be on are ea 2 Been i n or Lu ie: Ca Soi ee P ’ ales . ; herr it 
epi. ‘ Sar peels ay i i! es mrt 
. j ran tall e So Sa ne RUE Ss A SR gs ven : : ‘ ~ gape as i 
‘ PE i Wn aaae eas the ee oe ae " ee in 
| A Pees Z 5 eg aes i a rs. 4 A < es + sci eae bs : 
| sctaees ae SOHC es < Baas pe See “ee ene y <hr epee Sa E oe Gi sis. 1 he 
‘cad a ag eae, = E ease Ae eee YA roe eee oe sais tae ee alii il eee 
| eee : 5 Tee seperti. On 2 Si eeiaie Siar anata ae ea is. Ean ‘pay ones 
Nigbaee bist td ee : ee See elo oak ee eee ey Srey ee 
eee ai aT, i) cou as hes ong aL Sicilia aia a mais oye ce Je AN bn ee RO gS Pec 
7 eee ae : a i gad ae Sk ee ae A \ 5 Pegs : 
hes eee So One eager eae ae aie a eee ee 5 
| eee baie Cw : h ? 3 Pon ; 
| Poe: Ac oD 
caiaag f ee sy Cee Seka, Mere : , os : Ae eee a : 
| i i I es Sa ney 7 a oe ee ied nc ona insite ii! gt gee ae pila at 8 ks Ea : <a ar 
| - fe a 3eee 
es Pees 
| W KY . a is a eo 
; eee 
: a 
: ¢ si ; mee 
‘eka meee 4 pe se ee) ae Beer a r ad . e i ee 
vg ee eee ae Fee Emin: *L patito a ae c = ee ee ace Bae mips oe m freer ameter “a ae 
Pe) a eee a eee ee ee i al etd ee eS pe MN hl 3 lam 5, Mie 
A RAR REO tA VEL Rear ae ety ee ee em bi eee so ties a Pee 
if Si sige ne hos i 4 ee eS he 2h ‘ be os <i ear pec : 
Vernon 2 a 4 | oe 4 “ye pane Fd “ea : . 
ee eer aie eee a “ae 
ee ae ce aa ana xe a Ry ss 
eileen ee gs a ee Rig pao ayy ° ia ne. <u Gu eee 3 
eka > Yogi ok Se) Pee Pees ea aa Slee: et Ss ae a 
‘ ais ee: ee See 2 as yi i eae Ties ANU A aS Sigs SFL eo 1 Sih eu eee ee 3 Se 
; f 3 dein cal ee. | ee: ae = palate es : aaa en al, aan 
Lo ge ee tke! oe Cotte See ae. a oe a pe acc teEs 
Sia cai: is edie dng oes ines pn eye ae edit ee Da aan eS Aue 
OPN. ciRacotay howe eek meine. OER RARER! Wem urea te Pay ers | as pee SoS ieee me ye ag : 
rf iia Be Pane a ae oe FAW AE, ; ge ig ae aia ee. F 
a — y ee pi i By ye eee a mer 
c — Faia : Bie alee <P ee = ie rn ‘ici we oie ani Jif eae 
——— med : Soro eee es ee ee ee pe iS i ee 
ee ee PAL Gia i: . eg as eee Pret ce 8 ee Caer Pe ey eae nS: 
— gah A re ee eet, eek : eee ie 
‘ Petes = aa ee Ne es aa oes a Bete eters eee Pre 
ll Oo Oe ” Sa a ie mc SG ee i a i ake: 7 
Jee a. i pi erate a ee : 
. < aad s! oS ee : i : ; 
p ae ; am: : ; : 
Wing ie : : ‘ Ti Soe : : ; 
baer. : ee : ee ee ee a ; - sb Se Ta es Mae 
ee : 4 ; ; 
ee z ‘ ‘ . , a ; 
Beas oe - oan did 7 
kgs ; £ be. : ve s: 
Ba, ee ' fi i hos ' ix Peete # ve es 
a ae ' Fed Be, * - | foam seo Lt 
ok ‘age Rs @ F ee oe ‘ a ce 
ee: |S t ae x EGS ; . a Se 
i ai PE = 4 aie ee a “ee pao 
eee is i, < rf ewe ¢ : t 4 ; 5‘ Ae. ae 
pa Sa a ie < Zo Bee 4 ‘ & hee: pee: 
seer ze ie sr oe i i j ” 4 a soma 
7 2 Pics + Sie oe ae , Rey 
i tok es epee ok. E Z FBR 5 . A ae 
ey aes! me ee rcia s  ai bo eee j 
A Oa etna — . Po. j j : ; ie ie 
a ‘tae j Z : Zi Wee: = 
Bain be ae jhe a = 
ON ee | He i? ; A ee 
—— | Pe. ! | ka 
r | ——— ey i ; oe ee st 
A i ney | i? ts oe 
gk ey é é s csr 
af | B 3 aie 
S ie oe Se t ge 96 4 
tema ti tat eae “4 | ee f , : 
: * a j | LAF ¥ @ Rage. 
. a ee, & iy ig fe 4 is ate b 
we eke. ‘ , aa 
CATCHERS | 4 — 
ee igi s 
, ae : sz Os ¢ ; , f ae a 
oki | Fe : , Boa mel 
, as j ME tg Se ear 
; ee ‘ He t ae 
4 5 wee ‘ ogee 
¥ Z ; | Js Oe hate LE be i VOM ha ON AALS, eS ee 
— m Lae Zi ie a 
es s up ba sy 
. ay | font * a : i 
a fj ‘a oa i We ¢ + Be re 
Sa f, a Diy oa ip, ae 
: ae f . j , Vs, ge, : fe es 
“A a8 Fi : a 4 a 
. e . 5 I He Z y y " y % 
= aye ~ ~—— | Ug tm base lee ee 
: me ‘ ay & ae ae ae 
Z a ‘ 7 Bees 4 io i \ / Fe: 4 , . Bg, i i 
: ; od gs f rs ro 4 
8 NA z ' eee | 
pom cnt pee 7 ee AE : 4 zs ‘ 
Eig, Li, Z 
MY . . eS 
SS <7 ie ™ 
i: % ; 
sg ? , ME mig ys TG Tae, : 
hice j i Mii ey Se : 
‘ - ty bo } F - 
ig / Z 
y Y/ ge a 
* Big? 4 
es * a : 
ee: s pair 
Jy tei te wy ¥ ¥ ? 4 ie we? 
Ba Ce ee a nh ge ee Pte GF SATE x PIG MLN 9 Z j ae” fe 
GI OED OM NE Po FR POOLS ae, “ ee GM fs? es iis Mie ede Lgl OLLI 0 iy BGO lll # 4 VL Bi Ey Eb: ME AE OPO et : 
" d ’ } . : 3 =e. ; pee » = a ‘ ¢ + 7 : é ; : , 


2 
i 
ae 


82 


men, but 22% expect to use such 
tests “ultimately.” On the other 
hand, 43% still prefer ‘“man-to- 
man judgment.” Ninety-six per 
cent pay salesmen during training 
period, but many of these only 
“in part.”’ Two-thirds of the firms 
do not refuse to employ com- 
petitors’ salesmen. 

“Exact knowledge of potentials” 
Was given as the chief single basis 
of setting sales quotas, but a com- 
bination of this and other factors, 


| Such as “past performance,” usu- 
ally determines. Salesmen of only 
|22% of these firms “feel that their 
jobs are in jeopardy if their results 
are not better than average.” 


DANIELSON OF L.A. HEADS 
NATIONAL SALES GROUP 
Chicago, May 23.—A. T. Dan- 
ielson, vice-president of Barker 
Brothers, Los Angeles furniture 
firm, was elected president of the 
National Federation of Sales Ex- 
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THE MASTER KEY that un- 
locks this multiple medical 
market is the Cooperative 
Medical Advertising Bureau— 
functioning under the sponsor- 
ship of the American Medical 
Association. 
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publishers and billing all costs. Through the Bureau, you may readily 
extend your coverage as the sales and distribution picture shifts. 
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ecutives here this week, succeed- 
ing George S. Jones Jr., Servel, 
Inc., Evansville, Ind. A former 
major league baseball player, Mr. 
Danielson is a past president of the 
Sales Managers Club of Los An- 
geles. 

Gene Flack, retiring president 
of the New York Sales Executives 
Club, succeeds him as first vice- 
president. I. C. Parker, president 
of Pangburn Candy Company, Ft. 
Worth, was named second vice- 
president, and John W. Evans, 
manager of Kee Lox Mfg. Com- 
pany, Cincinnati, was elected 
treasurer. The New York club 
was given the Sales Management 
award for vocational guidance 
work among veterans, in which 
500 members participated. 


Many Problems Discussed 

Fifteen hundred executives 
heard discussions of problems on 
“selling in an expanding econ- 
omy” during the four-day distri- 
bution congress. Speakers and re- 
ports stressed the importance of 
training young men for salesman- 


working conditions of salesmen; 
of working with other groups and 
the Department of Commerce to 
coordinate association activity in 
the distributive field, and of bring- 
ing sales and marketing practices 
up to date to meet conditions in 
the postwar competitive era. 
Lyman Hill, Servel, Inc., presi- 
dent of the American Marketing 
Association, cited the “scattera- 
tion” of sales effort. “The spotting 
of merely 85 metropolitan areas, 
containing only 14% of the total 
land area of this country,” he ex- 
plained, “include 44% of the total 
population, involve 57% of the 
retail sales and concentrate 68% 
of the wholesale business.” 
Although commending “the U. S. 
government in general, and the 
Department of Commerce in par- 
ticular, for . . . wholehearted co- 
operation with the distribution 
forces of the nation,” the federa- 
tion passed four resolutions aimed 
at curbing the power of OPA. 
The federation urged that “it 
be the national policy to facilitate 


ship as a career; of improving 


and encourage the production and 
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distribution of things people need 
and want to the end that infla- 
tionary forces may be held in 
check” and more jobs be provided; 
that “the free play of prices... 
determine who makes and sells 
what”; that sales executives be 
called as witnesses in government 
hearing on “control of prices and 
other matters bearing on distribu- 
tion,” and that OPA and other 
government agencies be “pro- 
hibited by law from compelling 
distributors or dealers to absorb 
into their cost . . . price increases 
granted manufacturers.” 

Gen. Albert J. Browning, vice- 
president, purchases, Ford Motor 
Company, urged sales executives 
and salesmen to devote 10% of 
their time and expenditures to 
efforts to make the free enterprise 
system work. 

Stabilization of sales and adver- 
tising expenditures, in good times 
and bad, could be a most effective 
way of stabilizing market demand, 
said Paul G. Hoffman, Studebaker 
Corporation, chairman of the Com- 
mittee for Economic Development, 
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PLAN SALES EXECUTIVES’ PROGRAM 
—Harold D. Laidley, White Motor Co., 
Cleveland, general convention chair- 
man, and Kinsey N. Merritt, Railway 
Express Agency, New York, past presi- 
dent of the National Federation of 
Sales Executives, discuss the federa- 
tion's four-day program, which occu- 
pied nearly 1,000 sales leaders in 
Chicago. 


He also advocated that “the gen- 
eral public welfare be given a 
top priority” in business thinking 
and planning. 


Schindler Outlines Aid 


Discussing “The Government’s 
Part in Our Distribution System,” 
Alfred Schindler, Under Secretary 
of Commerce, said that “we try 
to do those things that business, 
in the very nature of things, can’t 
do for itself.” Among these are 
data provided by the Census Bu- 
reau and analyses of the Office of 
Business Economics. 

Also, the Department of Com- 
merce “has the responsibility of 
giving small business all the aids 
—other than direct financial as- 
sistance—which government may 
properly give to small business 
men in a free enterprise economy. 
We are... the watch-dog for 
the small business man in Wash- 
ington.” 

Mr. Schindler urged the ex- 
pansion of our foreign trade, with- 
out which “American business 
cannot hope for a sustained pros- 


perity.” But he pointed out that 
“prosperity, like charity, begins 
at home.” 


Chicago Store 
Sales Up Again, 
but Dimout Costly 


Chicago, May 23.—Chicago’s de- 
partment store sales last week 
jumped 11% over the previous 
week and reached a level 43% 
ahead of sales in the same week 
last year, according to today’s re- 
port by the seventh district Fed- 
eral Reserve Board. 

The board’s previous weekly re- 
port, covering most of the period 
of the Chicago power shortage and 
dimout, May 5-11, indicated that 
the crisis cut department store 
sales only 5% from the preceding 
week. Another report, released 
this week by the Chicago Associa- 
tion of Commere, shows on the 
other hand that the dimout cost 
Chicago about $110,000,000 in lost 
production and sales and $21,580,- 
000 in lost wages. 

An association survey among 
member companies indicates that 
stores and services “were not as 
severely hit as manufacturing 
companies because many found it 
practicable to use substitute forms 
of lighting and because the public 
adjusted its buying habits to the 
shortened business period.” Had 
the dimout continued or the power 
shortage become worse, the report 
said, shortage of power, materials, 
buying power, etc., would before 
long have closed a high percentage 
of all Chicago companies. 


Eagle Plans Ball Pen 


Eagle Pencil Company, New 
York, next fall will introduce its 
Rolon ball point pen. Advertising 
plans are being readied. Albert 
Frank-Guenther Law is the 
agency. 


Blames Management 
for Industry Unrest 


Advocating “industry-wide” col- 
lective bargaining by management, 
Moses Shapiro, general counsel 
for the Electronic Manufacturers 
Association, charged before the 
Radio Manufacturers Association 
in New York May 21 that “lack of 
attentiveness” to industrial rela- 
tions by top management execu- 
tives is “chiefly responsible for 
present instability and unrest” in 
the national economy. 

“Inability” of management to 
cope with industrial relations also 
was noted in talks by C. P. Mug- 
ridge, of Rodgers & Slade, and Dr. 
W. E. Gelhard, of Ernst & Ernst, 
Chicago management consultant. 


Quits Bendix for Ford 


Ernest R. Breech, long asso- 
ciated with General Motors Cor- 
poration, has resigned as president 
of Bendix Aviation Corporation, 
in which GM is a substantial 
stockholder, to become a director 
and executive vice-president of 
Ford Motor Company, Detroit. He 
has been Bendix president since 
1942. 


Roth Calls Ships 
Good Salesmen 


for Exporters 


Chicago, May 22.—U. S. ships 
are in themselves an important 
factor bolstering sales of American 
goods overseas, Almon E. Roth, 
president of the National Federa- 
tion of American Shipping, Wash- 
ington, declared here in a National 
Maritime Day talk today. 

Speaking at a joint luncheon of 
the Chicago Association of Com- 
merce and Export Managers Club, 
held to observe Maritime Day and 
National Foreign Trade Week, Mr. 
Roth urged continued government 
aid to American shipping lines. 
During the war, he observed, 
American ships became the sym- 
bol of American trade. 

“The contacts, information and 
organization which American ship- 
ping lines have developed in many 
new potential markets constitute 
valuable assets for the develop- 


ment of import and export trade,” 


he asserted. 

Mr. Roth estimated that about 
half of future ocean passenger 
traffic will be diverted to the air- 
lines and that a great amount of 
valuable freight traffic, moving at 
high rates, will be handled by air 
lines. He attacked the refusal of 
the Civil Aeronautics Board to 
grant air certificates sought by 
several steamship lines. Ship lines 
could not possibly hinder air 
transportation as the board al- 
leges, even if they wanted to, he 
said. 


IH Shifts Officers, 
Executive Assignments 


International Harvester Com- 
pany, Chicago, in a new reorgani- 
zation of its executive staff, has 
elected Fowler McCormick, for- 
merly president, as chairman of 
the board and has shifted other 
top executives. As chairman, Mr. 
McCormick will be chief execu- 
tive officer and head of the pol- 
icy-making body. John L. Mc- 
Caffrey, previously first vice- 
president, has been elected presi- 
dent, to act as chief operating 
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officer in charge of business opera- 
tions. 

W. E. Worth, previously second 
vice-president, and P. V. Moulder, 
who was vice-president in charge 
of the motor truck division, have 
been elected executive vice-presi- 
dents. W. C. Schumacher, for- 
merly sales manager, motor truck 
division, succeeds Mr. Moulder, 
with the title of general manager. 


‘Life’ Runs First Ad 
for Mail Order Retailer 


In its June 10 issue, Life will 
carry its first mail order ad for a 
retail store. 

Harvey’s of Nashville, Tenn., 
the retail store which has built a 
large national business through 
mail order ads in Mademoiselle, 
Charm, Glamour and Seventeen 
for the past year and a half, will 
now experiment with a one col- 
umn advertisement in Life, com- 
plete with coupon, showing a 
checked gingham dress in sizes 
from 14 to 52 at $3.70, with mer- 
chandise on hand to fill 17,000 
orders. Abbott Kimball Company, 
New York, is the agency. 


The crescendo roar of the presses gaining momentum 


signals the final act in the drama of producing a newspaper. 


It is the drama of the news of the world — accurately, 


quickly and finally re-enacted on the taut white paper 


skimming through the presses — perfectly synchronized by 


giant gears. 


In the pages of the Herald-American it is a drama 


packed with action — with scenes from every part of the 


world. News stories of love, intrigue, crime, laughter— 


feature stories of fashions, beauty, food, sports, finance, 


politics —all play a part. 


Each page merits and wins the closest attention from 


this vital Chicago audience of the Herald-American...each 


evening and Sunday. 


This is an important factor to advertisers who seek to 


insure the widest possible readership for their selling copy. 


PIE AMERICAN Jf PEOPLE > 


EVENING AND SUNDAY 
Nationally Represented by HEARST ADVERTISING SERVICE 
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Westinghouse, Martin 
Strato-FM Tests Told 


Westinghouse Electric Corpora- 
tion and Glenn L. Martin Com- 
pany representatives told the 
Radio Executives Club of New 
York May 22 that joint develop- 
ment by the two companies of 
“stratovision” FM _ broadcasting 
has progressed to the point at 
which participation by owners of 
FM sets is desired in checking test 
flights. Planes transmitting test 
broadcasts at 107.5 megacycles 


from high altitudes will fly routes 


along the Atlantic Seaboard within 
several weeks, they said. 


Heads Market Facts 


William F. O’Dell, formerly 
vice-president of Ross Federal 
Research Corporation and later 
managing director of Statistical 
Research Company, has_ been 
elected president of Market Facts, 
newly formed Chicago market re- 
search organization. General of- 
fices are located at 39 S. LaSalle 


St., with field supervisors in 204 
cities and towns. 


4 
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FALL RIVER HERALD-NEWS 


FALL RIVER, MASSACHUSETTS 
Represented Nationally by KELLY-SMITH CO. 


New York Philadelphia Chicago Detroit 


FALL RIVER INDUSTRY 
SPEEDS PRODUCTS TO 
NATION’S MARKETS 


Industrial New England has its sleeves rolled up 
to help fill the shelves of the nation’s retailers. 
Here in Fall River we do business in millions .. . 
millions of yards of fine cotton cloth, millions of 
women’s dresses, millions of men’s white shirts 
(we hope you get a dozen soon!) . 
adds up to a market with 75 millions of dollars 
in annual payroll. 


As an example of what we mean by rolling up our sleeves: 
Thomas E. French & Sons, Ltd., one of Fall River’s diver- 
sified industries, recently chartered three plane flights to 
Los Angeles, San Francisco and Dallas to fill drastic 
7 shortages in those areas. 


273 diversified manufacturing firms make Fall River 
one of the “Bright Spots” in industrial New England 


AIR FREIGHT! 


. . Which all 


ie 


Boston Atlanta San Francisco 


Drastic Changes: 
in FIC Operation 
Urged by Truman 


(Continued from Page 1) 


new jobs would be created in 
FTC to provide personnel to make 
investigations of every member of 
an industry where there is evi- 
dence of widespread trading 
abuses, 

With the evidence on hand, the 
commission could call for stipula- 
tions or work out a “code,”’ as the 
circumstances warranted. 

In objecting to the individual 
approach where widespread abuses 
exist, the President pointed out 
that under the present method, a 
firm may be prevented from con- 
tinuing a practice, but its com- 
petitors keep on using it until 
actions are started and orders is- 
sued in each case. 


Lowell Mason last fall. Though 
a Republican, Commissioner Mason 
is an intimate personal friend of 
the President, a member of presi- 
dential weekend parties, and a 
frequenter of the presidential box 
at Griffiths stadium. 


Mason a Factor 


It was shortly after his appoint- 
ment that FTC adopted procedural 
changes which headed off the 
Reece bill, and it was on Mason’s 
insistence that the commission be- 
gan to issue written opinions with 
its orders (AA, Feb. 25). 

In one of these, the celebrated 
Manhattan Brewing case, Com- 
missioner Mason warned that by 
following the “hunt and peck” 
case system the commission was 
in danger of “stuffing itself on the 
parsing, phrasing and syntax of 
too much advertising language 
while many questions of fair deal- 
ing in business remain untested 
on the table.” 

In emphasizing the importance 
of the commission’s trade practice 
code work, the President said that 


No Legislation Needed 


No enabling legislation will be 
required for the change in policy. 

Decision to put FTC in the front 
rank in a “big brother” role for 
industry was taken to mean an 
end to the obscurity that descended 
during the Roosevelt administra- 
tion when the commission was re- 
peatedly by-passed in favor of 
special investigating committees or 
agencies. 

Down to a $2,000,000 budget for 
the year beginning July 1, FTC 
would get an additional $857,000 
under the President’s proposal, 
and $1,400,000 in another year 
when the work is in full swing. 

Revival of FTC as a major 
agency to police monopolistic and 
cut-throat trading that is ex- 
pected to follow liquidation of 
wartime controls was indicated in 


the appointment of Commissioner 


JAMESTOWN: an Gndustial City - PLUS! 


International Snipe Regatta Coming August 21-22-23-24, 1946 4 


Plus CHAUTAUQUA LAKE ia 


Excursion Steamer 


From Spring to late Fall 20-mile-long Chautau- a 
qua Lake calls the freshwater sailors from afar. ee : 
the muskallonge (iam 


Also the motorboat addicts, 


and bass fishermen from every state come to 
enjoy superb outdoor recreation. 


Record 
Muskies 


Thousands of cottages along a 50-mile shoreline house a kun- 
dred thousand vacationers and residents. Their myriad needs 
are met in Jamestown stores through tidings brought to them 
by the daily Post-Journal. This city is the heart of the Chau- 
tauqua Region, Western New York's playground. 


Sell Jamestown and the Chautauqua Region Through 


POST-JOURNAL 


JAMESTOWN 
NEW YORK 
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in the future the commission 
would initiate trade practice meet- 
ings on its own initiative without 
waiting for proposals from in- 
dustry. 


Many Codes Written 


Under the voluntary system 
about 50 codes have been com- 
pleted during the past 20 years, 
while more than 100 others are in 
the process of negotiation. 

For the most part the codes 
spell out provisions of the Rob- 
inson-Patman and other acts, pro- 
hibiting “cutthroat” methods such 
as pirating employes, trademarks 
and trade secrets; substitution of 
merchandise; selling below cost, 
and discriminating in granting 
discounts and allowances. 


Medical Group Airs Show 


California Medical Association, 
Los Angeles, to promote its health 
insurance, will sponsor a new 
weekly show, “California Cara- 
van,” over the Don Lee-Mutual 
network, beginning June 12, Lock- 
wood-Shackleford, Los Angeles, is 


the agency. 
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Rayon Cord Tire 
Copy Highlights 
Textile Battle 


(Continued from Page 1) 


tire ever built.” The tire is 55% 
stronger, has 60% more non-skid 
angles, and 32% longer mileage, 
the copy declares. The tire sells 
for the same price, Firestone em- 
phasized. 

Both Goodyear and Firestone 
stressed that tires are now avail- 
able only in sizes from 6.50 on up. 
Size 6.50 is a passenger car size, 
used on automobiles of the Mer- 
cury class upward, and accord- 
ingly’ this means that the vast 
majority of passenger cars, which 
use 6.00 tires, still cannot be fitted 
with rayon cord tires. As early 
as 1935, rayon cord was in use 
on heavy duty tires, ranging in 
size from 7.50 upward, but during 
the war the rubber companies 
turned to passenger tire research. 

Besides Goodyear and Firestone, 
U. S. Rubber Company is readying 
a rayon cord tire, although no 
official announcement has yet been 
made. 


Goodrich Favors Cotton 


B. F. Goodrich Company has 
announced a cotton cord tire, and 
officially is still convinced that 
cotton is the material from which 
tire cord should be made. 

Informed sources in the rayon 
industry said today that the switch 
of tire companies from cotton to 
rayon was accomplished under 
great difficulty, since some tire 
companies not only own textile 
mills but also plantations where 
the cotton is grown. 

Production of rayon cord itself 
will continue to be short, rayon 
makers said, due in large part to 
the coal strike. Besides being used 
for power, coal is used in the 
making of caustic soda, an integral 
part of the rayon process. 


Drops Rayon Ad Theme 


In line with the shortage, Amer- 
ican Viscose Corporation, which 
began promoting rayon cord for 
tires in December through J. M. 
Mathes, Inc., has decided to drop 
rayon cord as a copy theme, since 
it believes it will still be some 
time before rayon cord tires are 
available in the necessary quan- 
tity to meet demand. 

Despite the current shortage, 
the capacity of the industry to 
produce tire cord boomed tre- 
mendously during the war, rising 
from 12,000,000 pounds per year 
to 200,000,000 pounds by V-J Day. 
The rayon companies, basing their 
postwar plans on the Truman 
committee’s report endorsing rayon 
cord tires for the Army, plowed 
in money on new plants. Indus- 
trial Rayon Corporation § spent 
$20,000,000 of its own money ex- 
panding tire capacity and expects 
a 30,000,000-pound increase in 
production of all rayon yarns. 
American Viscose Corporation has 
nearly completed a new plant at 
Front Royal, Va., which is ex- 
pected to have a production ca- 
pacity of more than 10,000,000 
pounds of rayon yarns of all 
types. 


Pedlar & Ryan Named 
for John Ward Shoes 


Melville Shoe Corporation, New 
York, has appointed Pedlar & 
Ryan, New York, to handle adver- 
tising of John Ward shoes for 
men. The company has placed this 
line direct for 15 years. Plans 
are in the formative stage. 

John A. Cairns & Co., New York, 
will continue to handle the com- 
pany’s Thom McAn women’s shoes, 
and Schwab & Beatty, New York, 
the boy’s shoe line. Radio adver- 
tising for Melville is handled by 
Neff-Rogow, New York. 


Medical Council 
Broadens Rule on 
Drug Advertising 


Chicago, May 21.—The Council 
on Pharmacy and Chemistry of 
the American Medical Association 
has broadened its attitude toward 
drug advertising, “permitting such 
advertising when it is judged that 
its dangers: are less than its bene- 
fits.” 2 

This is not “a new departure,” 
the council said in a revision of its 
official rules, set forth in the May 
18 Journal of the American Med- 
ical Association, since it “has been 
permitted, for instance, for the 
prophylactic external use of disin- 
fectants.” In addition, it said, 
“additional protection of the Food 
and Drug Administration makes it 
possible to extend the classes of 
articles which may be promoted 
provided the promotion is care- 
fully supervised.” 

Reports that the AMA contem- 
plates dropping its seal of accept- 


ance find no substantiation in the 
comments which accompany the 
seven principles adopted by the 
council in revising its rules. Arti- 
cles accepted for inclusion in the 
New and Nonofficial Remedies are 
permitted use of the official seal of 
acceptance on packages and in ad- 
vertising, it explains, 


‘More Good Than Harm’ 


With respect to advertising to 
the public, the council says in 
part: 

“Drugs Which May Be Promoted to 
the Public.—These dangers do not 
apply in equal degree to all articles, 
and there are instances in which more 
good than harm is likely to result from 
advertisements conveying truthful in- 
formation to the public, if they do not 
mislead by undue emphasis or sugges- 
tion. The proper promotion of such 
articles will not preclude their admis- 
sion to New and Nonofficial Remedies ; 
but, in view of the potential dangers to 
the public, such cases must be care- 
fully weighed and will be confined to 
the following groups. (a) disinfectants, 
germicides and antiseptics, provided 
they are promoted only as prophylactic 
applications to superficial cuts. and 
abrasions of the skin; (b) laxatives 
when promoted in such a manner as is 


not likely to lead to their abuse; (c) 


antiserums and fractions thereof, vac- 
cines and diagnostic reagents derived 
from infectious agents; (d) other 
preparations and articles which in the 
opinion of the Council could be safely 
used by the public for the relief of 
Symptoms (such as antacids and anal- 
gesics). Each group will have to carry 
adequate and acceptable labeling state- 
ments such as (for the relief of minor 
aches and pains) for analgesics and 
(for the treatment of occasional consti- 
pation for laxatives.) 

“Unacceptable Advertising to the 
Public.—Aside from these _ specified 
groups, promotion of articles to the 
public for the treatment of disease pre- 
cludes the admission to New and Non- 
official Remedies. (Advertising to the 
public) includes all promotion of the 
article in newspapers, magazines, plac- 
ards or circulars, as it may reach the 
patient, radio, films or any other de- 
vices. This also includes label and la- 
beling of drugs. 


‘Legitimate’ Promotion Okay 


“This rule imposes no restriction on 
the legitimate methods of bringing a 
remedy to the attention of the profes- 
sion, such as advertising in journals, 
labeling, circulars and other printed 
matter distributed solely to physicians, 
dentists, pharmacists and _ veterinar- 
ians, provided such promotion does not 
invite or encourage use by unqualified 
persons, 

“Advertising the name of a firm as 


85 


being a reliable one is permissible in 
any advertising medium. 

“Naming Diseases on Label and La- 
beling.—The naming of diseases and 
therapeutic indications in the labeling 
may be necessary for proper instruc- 
tion in the use of articles sold directly 
to the public and is therefore permis- 
sible in the case of the preparations 
which are accepted for promotion to 
the public. 

“Permanently Afficed Names.—If a 
prescribed article is dispensed in its 
original container, any permanently 
affixed device that identifies the article 
to the consumer constitutes advertising 
to the public. This includes bottles 
which have the name of the article 
blown into the glass, and other devices 
by which the name or initials or other 
distinctive mark of the article is perma- 
nently stamped on the container, on 
the article itself, or is on the stoppers 
or seals. Readily removable labels are 
not objectionable, nor is the permanent 
affixing of the firm’s initials or name 
to the trade package if such initials 
or name is not suggestive of the article,” 


Names Arndt & Co. 


International Resistance Com- 
pany, Philadelphia, manufacturer 
of resistance units for electrical 
and _ electronic applications, has 
placed its advertising with John 


Falkner Arndt & Co., Philadelphia. 
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CAMPUSES. 


“The Boston Globe offers ten $1,000 
Memorial Fellowships for one year of travel 
and study outside the United States, but 
within the Western Hemisphere.” 


Thus was announced, early in April, a 
Globe-originated Fellowship Program, in 
memory of the men and women of New 
England colleges and universities who served 
in World War II, and open to undergradu- 


ates of 58 such New England institutions. 


“A contribution to hemispheric unity.” 


UNLIMITED 


“Constructive.” “Fi arsighted.” 


These are typical of comments from such 
figures as Spruille Braden, Nelson 
Rockefeller, Eric Johnston, Henry Wallace. 
And already, voluminous response is pour- 


ing in from New England campuses. 


Unusual? Not at all. But certainly inter- 
esting to you as still another indication of 
Globe initiative—as still another reason why 
the Globe is one of America’s best-read 


newspapers! 


Hhe Boston Globe 
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PHOTOGRAPHIC REVIEW 


ALL AUTOMATICALLY | 


MINIATURE—This Bendix Home Appliance 24-sheet poster in miniature 

(1 1x21”) is a reproduction of one of a series of outdoor ads to appear through- 

out the country this summer and fall to promote the Bendix automatic Home 

Laundry. The next in the series, which is being sent to dealers, will be available 
about Aug. |. 


si , Bsa os Ss 


PLAN AUTUMN SHOW—K. B. Thorndike of Chicago, left, chairman of the 

show committee, and H. F. Spoehrer of St. Louis, president of the Refrigera- 

tion Equipment Manufacturers Association, are shown going over the floor plan 

of the 4th All-Industry refrigeration and air conditioning show scheduled for 
Cleveland's Public Auditorium Oct. 29-Nov. |. 


ON CONVENTION DOTTED LINE—Five New York state sales executives sign 

up for the recent distribution congress, in Chicago, of the National Federation 

of Sales Executives. Left to right: Ray T. Crowell, Rowe Paint & Varnish Co., 

Niagara Falls; William A. Brudich, S. E. Club of Rochester; H. R. Russell, Com- 

mercial Controls Corp.; Frank M. Beaucaire, Frank M. Beaucaire, Inc., and Lloyd 

J. Cox, Richardson Corp., all of Rochester, and Victor A. Acor, Spencer Kellogg 
& Sons, Buffalo. (Story on Page |.) 


IN PERSON—Artists' Model Ina Claire 
admires the painting of herself made by 
Arthur Frahm, ex-G.l. advertising illus- 
trator, in the Young Artists show 
sponsored by* Associated Art Studios, 
Chicago. (Story on Page 79.) 


STRIKING NEW COVERS—These decorative colored “slip covers” will be in- 

troduced by Diamond Match Co., New York, in retail stores to boost sales of its 

nickel-size boxes of matches. One “shuck" will be given with each purchase of 
packages of six boxes. 
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BEST FOR JUICE ~ aaa Ligoy war < 


SETTING THE STAGE FOR SALES—Officers and directors of the National Federation of Sales Executives meet before the 


opening of its Congress of Distribution at Chicago. Seated, left to right, are Loring T. Hammond, Moe Brothers, Milwau- 
kee; George A. Marklin, St. Louis, managing director of NFSE; George S. Jones Jr., Servel, Inc., Evansville, Ind., retiring 
president; A. T. Danielson, Barker Bros. Corp., Los Angeles, newly-elected president; Forbes McKay, Progressive Farmer, Bir- 
mingham, Ala.; C. C. Nigg, Bell Brand Foods, Los Angeles, and Gene Flack, Sunshine Biscuits, Inc., New York, elected first 
vice-president of the federation. Standing, left to right: Leo Daniel, Electric Auto-Lite Co., Toledo; Harry C. Anderson, A. B. 
Dick Co., Chicago, past president NFSE; Jack D. Brown, St. Louis, assistant managing director of the federation; Henry L. 
Porter, Standard Oil Co. of Indiana, Chicago; John W. Evans, Kee Lox Mfg. Co., Cincinnati; Leo W. Vezina, Montreal, inter- 
national director, NFSE; Les M. Taylor, Jackson, Miss.; Dwight D. Thomas, Gulf Brewing Co., Houston, and James E. Holbrook, 
Paraffine Companies, San Francisco. (Photo courtesy of International Business Machines Corp. Story on Page |.) 
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AGENCY GATHERING MARKS QUARTER CENTURY—Beaumont & Hohman, celebrating the agency's 25th anniversary and 
the opening of new offices in Kansas City, brought together this group of executives and their friends. Left to right: 
F. C. Strawn, promotion manager, Station KCMO; G. L. Halstead, account executive, Beaumont & Hohman, Kansas City; 


NEAR RECORD—Although not the largest campaign in 39 years of Sunkist R. L. Lamson, advertising manager, Ralph L. Smith Lumber Co.; J. P. Jones, manager, Beaumont & Hohman, Omaha; John 


advertising, the 1946 program, involving more than $1,000,000, is near the top. 
The May !-Nov. | campaign (AA, May 20) will include these appeals in various 
media. Foote, Cone & Belding, Los Angeles, is the agency. 


Berry, general manager, Elko Photo Products Co.; Harvey Pearman, manager of the agency's Kansas City office; H. A. Hohman, 
president, Beaumont & Hohman, Chicago; R. P. Prezebel, art director in the Kansas City office, and J. J. Riley, account 
executive, Kansas City. 
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DEVELOPS 
SALES POWER 


Dressts is life itself with all the trimmings, and there’s no resisting its ap- 
peal. It is demonstrated every time a newspaper is bought, every time a ticket is sold 
to the ball game, the theatre or a neighborhood movie. Drama proves its pulling power! 
There is romantic drama in “the comics.” “Prince Valiant’s” thrilling story with won- 
derful illustrations makes him the dashing hero of 20,000,000 youngsters and oldsters 
from coast to coast. 


Through the pages of Puck-The Comic Weekly, the handsome “Prince Valiant”. 


rides into more than 6,500,000 homes in the country’s richest and most concentrated 
markets. His knightly courage and exciting adventures, the tense suspense that carries 
over from week to week, are powerful forces that can be harnessed to your advertising 
... for when you dress your product in drama like this, you surround it with the most 
potent force in selling. 


The Only National Comic Weekly 


Deeply rooted in drama, Puck-The Comic Weekly is the only national publica- 
tion of its kind. Distributed through 15 great Sunday newspapers, it is entertainment 
for the whole family. For laughs, there’s “Jiggs and Maggie,” “The Little King,” “The 


Katzenjammer Kids,” “Donald Duck”; for romance, there’s “Tillie the Toiler” and — 


“Blondie” ; for breathtaking adventure. | ish Gordon,” “The Lone Ranger” and “The 
Phantom.” These and other great Puck stars provide the laughs, loves, thrills and tears 
America calls for. No star of stage, screen or radio has ever enjoyed such popularity. 


If a manufacturer has a good product to sell, here’s how more sales can be 
made...to “the millions” ...in the more than 6,500,000 homes from coast to coast 
where Puck-The Comic Weekly is read. It is the same successful selling formula which 
for more than 15 years has been used by leading companies. When advertisements are 
placed next to the life and color of these famous comics, they get the same kind of 
close, attentive readership. 


The Comic Weekly stars are available to go to work as a sales force for com- 
panies who associate their advertising with the tremendous entertainment power of 


Puck-The Comic Weekly. 


THE COMIC WEEKLY 


...FOR LAUGHS, LOVES, THRILLS AND TEARS 


959 EIGHTH AVENUE, NEW YORK 19, N. Y. * HEARST BLDG., CHICAGO 6, ILL. 


Tle 


Copr. 1946. King Features, Inc., World rights reserved 


WHY YOUR ADS DO BETTER 


IN THE COMIC WEEKLY! 


More Readers at Less Cost 
Puck delivers 572 adult readers for 


each dollar invested. Its tremendous 
“youth readership” is plus value. 
These 572 readers compare with 251 
adult readers delivered for each 
dollar invested in half page or larger 
space by 3 leading national weeklies. 
These figures are based on studies by 
the Dr. Daniel Starch organization. 


“Preferred” Position 

for Every Ad 

The number of ads in each issue is 
limited...only one to a page. Thus 
every ad is spotlighted and gets un- 
divided attention from Puck’s more 


than 6,500,000 families. 
G0O% Key Market Coverage 


Puck alone, through its tremendous 
circulation, provides up to 90% 
coverage in 606 cities of more than 
10,000 population. In these cities 
more than 60% of all Key City retail 
business is done. 
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